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Wolfson Seeks Control of Montgomery Ward 
and Plans to Restore it to ‘Rightful Position’ 


New YorkK, Aug. 26—“To re- 
store Montgomery Ward to its 
rightful competitive position and 
increase its earnings by rejuve- 
nated merchandising and pro- 
motion programs” is one part of 
a five-point program announced 
here this afternoon by Louis E. 
Wolfson, Florida financier, in re- 
vealing that he and his associates 
have been investing in company 
stock “with a view to superseding 
the present management.” 

Mr. Wolfson said he believed 
that he and his associates now 
hold the largest block of shares 
in the company. 

Claiming that it was still too 
early to discuss any concrete plans 
concerning merchandising or ad- 
vertising changes, Mr. Wolfson 
said that he had interviewed some 
former officers of Montgomery 
Ward and had also contacted a 


Retailers Blame 
Tips and Longies 
for Cigaret Woes 


‘Too Many Brands’ Shares 
Blame with Cancer for 
6% Sales Drop in N. Y. 


NEw York, Aug. 26—Tobacco 
jobbers and retailers are getting 
pretty well fed up with the cigaret 
situation. 

Many retailers feel that the in- 
dustry is cooking its own goose 
by overloading the market with 
too many brands and too many 
different types of cigarets. 

The number of different king- 
size and filter-tip cigarets intro- 
duced during the past year, re- 
tailers told AA this week, has 
placed a serious burden upon re- 
tailers. They haven’t shelf room 
for any more cigarets. 

Moreover, several declared, they 
have reached the breaking point 
and are going to have to cut down 
inventory investments either by 
refusing to stock new brands or 
types, or by cutting out some of 
the old standbys. The latter, ap- 
parently, is going to be easier to 
do than the former, because while 
the push is on for a new brand, it 
pays to stock it. 


# Brand loyalty in the cigaret 
field is becoming a thing of the 
past, retailers say. They blame the 
manufacturers for this. People are 
changing their brands constantly. 

Every time a new king-size or 
filter-tip is brought out there is 
a run on it for a few weeks until 
another is introduced. The result 
is confusion for the consumer and 
the retailer’s inventory, his invest- 
ment, his bookkeeping, his shelf 
space and sales fall off on the old 
brands. More different cigarets 
are sold but actual over-all retail 
volume changes very little, most 
dealers say. 

Retailers here confirm the shift 
to filter-tip cigarets. Recent gov- 
ernment reports show filter-tips 
represented 8.8% of consumption 

(Continued on Page 4) 


number of top merchandise men 
throughout the company during 
the past year. “I have a couple of 
men in mind to bring in as top 
merchandise men when I am in 
a position to do so,” he said. 


s The 42-year old industrialist, 
who was a junk dealer a few years 
ago and today controls organiza- 
tions with some $200,000,000 of 
assets, said that essential changes 
in the mail order company’s pol- 
icy are “impossible under the pres- 
ent management, which _ has 
adopted a deliberate do-nothing 
policy.” He said that the future 
earnings of the company, its divi- 
dends to 68,000 stockholders and 
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perhaps even the ultimate secur- |GAG—About 25 copies of this “ad” 


ity of their investments depend on 
“a drastic change in basic man- 
agement and merchandising poli- 
cies.” 
= Mr. Wolfson’s rise to business 
Alied Public Relations Associates, 
a New York company headed by 
David B. Charnay. Allied has been 
handing Mr. Wolfson—and his 
corporated acquisitions—for the 
past year and a half. 

Quoting net sales figures, Mr. 
Wolfson pointed out that during 
the past four years there has been 
a steadily increasing differential 
in favor of the company’s prin- 
cipal competitor, which he did not 
identify as Sears, Roebuck & Co. 
For the fiscal year ending Jan. 31 
1954, he noted, the competitor’s 
sales were slightly under $3 bil- 
lion, as against less than one-third 
of that amount of net sales racked 
up by Montgomery Ward. Annual 
net sales for Montgomery Ward 
have fallen off some $170,000,009 

(Continued on Page 67) 


Ad Allowances to 
One Store Must be 
Offered to All: FTC 


WASHINGTON, Aug. 26—The Fed- 
eral Trade Commission ruled to- 
day that a firm that grants adver- 
tising allowances to some custom- 


ers must let competing customers | 


know the terms on which the al- 
lowances are available. 


Frocks, Boston, and Winnie Peck 
Inc., Fall River, Mass., 
to make advertising allowances 
available to some customers, while 
zgranting them to competitors. 

“A course of conduct under 
which a seller fails to inform re- 
specting such 
make known his terms or other- 
wise to offer them to one customer, 
while granting payment for serv- 
ices to his rival reseller, essential- 
ly represents concealment,” FTC 
said. 


= “In such case, the credit or al- 
lowance is not available to the un- 
favored competitor. For all prac- 
tical purposes a withholding and 
denial of opportunity to share oc- 
cur, and the law is violated.” 

FTC said the evidence showed 
that the dress firms gave some 
customers allowances in excess of 
the rate of compensation regularly 

(Continued on Page 67) 
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went to executives of Time’s new 
Sports Illustrated and to Young & 
Rubicam from The New Yorker 
staff. SI’s publisher, H. H. S. Phil- 
lips, was on The New Yorker staff 
for some years before joining 
Time, and SI advertising ran in 
The New Yorker before the new 
sports weekly appeared. 


Media with Eyebrows 
Raise ‘em at ‘Sexy’ (?) 
Springmaid Ad Copy 


New York, Aug. 25—Col. El- 
liott W. Springs, who some time 
ago discovered that beds are 
sometimes used for purposes other 
than sleeping, broke into the news 
this week. The New York News, 
that is. Sunday roto section, as a 
matter of fact. 

A quarter-page Springmaid in- 
sertion, titled “Charity begins at 
home, says Mrs. Algernon Back- 
haus Fritzhughe Jr.,” purports to 
tell about Mrs. Fritzhughe (nee 
Brenda Botts), who sponsors “any 
charity that is socially registered.” 
Mrs. Fitzhughe, whose beauty is 
pictured in the ad, concedes that 
“for raising money, every one 

(Continued on Page 71) 


Idea, Not Product, Catches on... 


Advertising Themes Mesh as Zipper 
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Magnavox Hurls Ads 
and Franchises at 


Cut-Price Dealers 


Fort WAYNE, Aug. 26—Magna- 
vox Co., which last year took to 
the national magazines to an- 
nounce a “no discount” policy in 
the name of its dealers (AA, July 
20, 53) is at it again this year. 

Hard on the heels of a move to 
cancel all of its dealers’ franchises, 
effective Aug. 31, and re-sign only 
those who follow its list-price 
policies, Magnavox will take its 
anti-discount case to the public 
with editorial-type ads in Time 
(Sept. 13) and U. S. News & World 
Report (Sept. 10). 

In both cases, the key figure is 
Frank Freimann, president of 
Magnavox. Last week, Mr. Frei- 
mann served notice on all his 1,- 
600 dealers that their present ver- 
bal franchises would be canceled 
and replaced by written agree- 
ments—but only to those dealers, 
who “are willing and able to fol- 
low a policy that basically pre- 
scribes price integrity and sound 
merchandising .. .” 


= “Price cutting, whether from 
discount houses, chiseling dealers 
or backdoor selling, has become | 
the accepted practice in our indus- | 
try,” said Mr. Freimann in his no- 
tification letter. “It has become a 
way of life and a national scandal. 

“In the process of refranchising | 
our dealers some will undoubtedly | 
fall by the wayside,” Mr. Frei- 
mann said. He admitted also that 
“our family of dealers is so small— 
less than 2% of those selling tv— 
that we can ill afford to lose such 
meager distribution potentialities 

(Continued on Page 8) 


Last Minute News Flashes 
‘American Boy-Open Road’ Reported on Block 


New York, Aug. 27—A spokesman for American Boy-Open Road 
The ruling emerged from a de-| today told AA that “a prominent New York magazine publisher” is ex- 
cision holding that Kay Windsor | pected to purchase the magazine next week. American Boy-Mark Trail 
a Wret publication) and Open Road (Holyoke Publishing Co.) 
failed Merged with the July, 1953, issue. F. K. Watts is advertising director. 


NBC Affiliates Plan ‘Radio Economics’ Study 


New York, Aug. 27—NBC-Radio affiliates have announced plans 
for a sweeping study of the economic troubles of network radio and 
what should be done about them. The study will be directed by a 
committee appointed by Robert D. Swezey, head of the network’s ra- 
dio affiliates group. Members include: Wayne Coy, KOB, Albuquerque; 
Walter J. Damm, WTMJ, Milwaukee; J. Leonard Rinsch, WSB, At- 
lanta, and Edwin K. Wheeler, WWJ, Detroit. Expected to take several 
months, the survey may be the basis for “basic revisions” in station- | 
network relationships, Mr. Swezey suggested. 


New Ros-Mac Co. Introduces ‘Mining & Quarrying’ 


New York, Aug. 27—Mining & Quarrying, tabloid-size product news 
monthly, is scheduled to make its first appearance in November. It is 
published by the newly-formed Ros-Mac Publishing Co. headed by 
Andrew Rostosky, publisher, and Bruce A. MacKenzie, president and 
general manager. Mr. Rostosky was formerly eastern sales manager for 
Mechanization, while Mr. MacKenzie has been research director for 
Product Design & Development. The publication will cover the solid 


Tab, Conmatic, 


Makers Solve an Age-Old Problem 


NEw York, Aug. 26—The zipper 
business, sliding along at the rate 
of one billion units a year, will 


probably go gliding along in the 


months ahead. 

One of the reasons for the 
smoothness will be because com- 
paratively new names like Magic 
“Anti-mis-mesh” 
and the like are all different ways 
for zipper makers to say that 


they’ve solved what consumers 


often consider, 


potentially, their 


most embarrassing problem: The 


stuck zipper. 

Advertising by slide fastener 
manufacturers has increased in 
the past few weeks and will accel- 
erate even more shortly. The Aug. 
29 New York Times Magazine car- 
ries a spread for Conmatic and a 
page for Talon. An earlier edition 
of the Sunday supplement had 
four pages of zipper advertising, 
including Waldes Kohinoor Inc. 
and Crown, made by Coats & 
Clark’s. 


For the fall Talon—still the 


‘leader, although it now does 


about 30% of the estimated $100,- 
000,000 annual zipper sales in- 
instead of the 70% it once had— 
plans to emphasize its recently in- 
troduced premium-priced Magic 
Tab in the home sewing field. 


e Extra push will also be given 
to its men’s zipper that “won’t 
damage in pressing” and the com- 


|pany’s narrow-skirt zipper. The 


budget for promotion and adver- 
tising is being stepped up and a 
retail staff has been formed to 
educate retailers in the ways of 
the slide fastener, particularly Ta- 
lon’s. 

Talon has also expanded its phy- 
sical setup with the addition of 
four new warehouses plus addi- 
tional plant facilities. 

Conmar Products Corp. will use 
Life, New York Times Magazine 
and an “enormous” trade cam- 
paign to push the Conmatic. A 
concerted effort will be aimed at 
the home-sewers. 

(Continued on Page 67) 


PIB Reports 8.1% 


Gain in 6-Month 


Ad Expenditures 


New York, Aug. 25—Total na- 
tional advertising expenditures in 
general and farm magazines, 
newspaper supplements and net- 
work radio and tv hit an alltime 
high of $573,578,690 during the first 
six months of 1954—an 8.1% gain 
over the previous first-half high 
of $530,496,442, set in 1953. 

These figures were released to- 
day by Publishers Information 
Bureau and will be listed in its 
semi-annual edition of “National 
Advertising Investments.” 

Television advertising gained 


minerals field for a controlled circulation of 24,000-30,000. Editorial | ¢45 480,623 in the first six months 
and business offices are at 231 E. 51st St., New York. 


(Additional News Flashes on Page 71) 


of 1954, compared with the first 
half of 1953, to offset an $8,038,641 
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loss in radio ad income and pro- 
duce most of an over-all gain of 
$43,082,248 for the broadcast me- 
dia, plus magazines and newspa- 
per supplements, according to the 
PIB compilation. 


= Total magazine advertising bill- 
ings were up 1.6%. They were 
$305,708,534 in the first half of 
1953, compared with $310,638,709 
in the first six months of this year. 
Newspaper supplement ad expen- 
ditures rose 1.9% from $37,741,648 
in the first six months of 1953 to 
$38,457,739 in the first half of 
1954. 

Radio was the only medium 
which recorded a decline in half- 
year ad expenditures. A loss of 
9.7% was registered—from $82,- 
542,414 in the first half of 1953 to 
$74,503,773 during the correspond- 
ing months of this year. 

Chrysler Corp. was a newcomer 
to the selected list of top 10 ad- 
vertisers, moving from the No. 12 
spot in the first half of 1953 to 
seventh place this year. Chrysler 
replaced General Mills, which fell 
from eighth to eleventh place. 


= Other changes in the top 10 ad- 
vertisers included: 

1. General Electric moved up 
from ninth place to sixth. 

2. American Tobacco slipped 
from seventh place to eighth. 

3. R. J. Reynolds fell from the 
sixth spot to ninth. 

Following are figures which 
give a picture of the nine compan- 
ies among the top 10 advertisers 
showing an increase in expendi- 
tures in the first six months of 
1954 compared with the first half 
of 1953: 

Procter & Gamble up $3,352,698 
(17.2%) to $22,814,538; General 
Motors, up $5,404,832 (36%) to 
$20,421,228; Colgate, up $523,041 
(3.9%) to $13,823,831; General 
Foods, up $1,755,432 (10.2%) to 
$13,320,407; Lever Bros. up $340,- 
400 (3.7%) to $9,451,752; General 
Electric, up $2,169,726 (30.5%) to 
$9,275,500; Chrysler, up $2,258,236 
(36.6%) to $8,421,405; American 
Tobacco, up $268,912 (3.4%) to $8,- 
181,858 and Ford, up $1,375,363 
(20.6%) to $8,053,004. 

Of the top 10 advertisers, only 
R. J. Reynolds recorded a decline 
in ad costs. The company’s ad 
expenditures dropped a_ slight 
$29,370 or four-tenths of 1% to 
$8,163,041. 


a “National Advertising Invest- 
ments” reports detailed expendi- 
tures for nearly 2,000 national ad- 
vertisers who spent $20,000 or 
more in general or national farm 
magazines, newspaper _ sections, 
and network radio and tv, and the 
expenditures are reported by me- 
dia groups and by product. 

Copies of the book will be sent 
to advertising agency subscribers 
to the PIB service, and to adver- 
tising managers of all companies 
listed in it. Others may obtain 
copies from Leading National Ad- 
vertisers, 441 Lexington Ave., New 
York 17. 


GEORGE D. MCCONNELL, 


president 
since 1952 of Munsingwear Inc., 


Minneapolis, has been named 
chairman of the board. He succeeds 
C. C. Humphrey, who has resigned 
to develop personal businesses. 


100 Top Magazine, Broadcast Advertisers 


For the first six months of 1954, as compiled by leading 


National Advertisers Inc. for Publishers Information Bureau 


These figures are based on measurement of 97 
magazines, six national farm publications, four ra- 
dio networks, four television networks, and First 


3 Markets Group, New York Mirror 


Magazine, New 


Total General Farm Total for 
Rank Company Expenditure Magazines Magazines Magazines 
1. Procter & Gamble Co. ....... $22,814,538 $3,421,918 $306,512 $3,728,430 
2. General Motors Corp. ........ 20,421,228 11,084,122 982,677 12,066,799 
3. Colgate-Palmolive-Peet Co. 13,823,831 2,140,597 144,825 2,285,422 
4. General Foods Corp. ......... 13,320,407 4,739,350 416,523 5,155,873 
Be CT ONE. cc cckicicceess 9,451,752 1,416,274 71,889 1,488,163 
6. General Electric Co. ......... 9,275,500 4,555,559 451,200 5,006,759 
i ss een 8,421,405 3,686,828 177,826 3,864,654 
8. American Tobacco Co. ........ 8,181,858 2,286,545 109,230 2,395,775 
9. R. J. Reynolds Tobacco Co. ... 8,163,041 1,205,379 181,270 1,386,649 
ee 2” ee See 8,053,004 3,915,511 505,917 4,421,428 
1l. General Mills Inc. ........... 7,339,021 1,493,424 101,210 1,594,634 
12. Gillette Co. ..... ek uence eee 7,250,433 333,273 28,920 362,193 
am PF. Rerid & Ge 6. cccecce 6,463,059 1,566,599 ee 1,566,599 
14. Liggett & Myers Tobacco Co. .. 6,365,626 1,329,433 1,329,433 
15. Campbell Soup Co. .......... 5,425,891 2,061,511 2,061,511 
16. American Home Products Corp.. 5,315,204 963,552 99,700 1,063,252 
17. National Dairy Products Corp. . 5,276,155 1,654,061 93,482 1,747,543 
Se ED OU, hd geo k es.0 66s 5,156,357 1,337,148 116,848 1,453,996 
29. Wiles Labs fas. ......5....5. 4,996,087 575,281 16,994 ' §92,275 
20. Sterling Drug Inc. .......... 4,187,740 848,677 106,312 954,989 
21. Pillsbury Mills Inc. .......... 4,007,337 $30,123 $30,123 
22. Bristol-Myers Co. ........... 3,902,234 1,538,187 45,127 1,583,314 
2 of a Ae ee 3,863,980 661,722 16,200 677,922 
24. Quaker Oats Co. ............ 3,741,007 1,189,235 166,470 1,355,705 
25. Goodyear Tire & Rubber Co. .. 3,475,940 2,239,505 182,729 2,422,234 
26. S. C. Johnson & Son ........ 3,346,454 591,396 591,396 
27. Philip Morris & Co. ........ 2,955,932 469,601 30,990 500,591 
28. American Telephone & Tel. Co.. 2,889,410 2,307,017 174,530 2,481,547 
29. Distillers Corp.-Seagrams Ltd. . 2,860,788 2,855,388 5,400 2,860,788 
30. Radio Corp. of America ...... 2,819,001 1,055,346 1,055,346 
ie FONE: US ie ncgdasevesssns 2,726,883 646,081 41,646 687,727 
Ses. PN GE: bcaseedaccccss 2,699,520 1,237,406 69,730 1,307,136 
33. Westinghouse Electric Corp. 2,654,752 1,039,772 30,900 1,070,672 
ee EE AIL Sica cae sicescocs 2,600,077 1,047,883 1,047,883 
35. Standard Brands Inc. ........ 2,498,858 1,392,635 61,410 1,364,045 
36. Johnson & Johnson .......... 2,391,051 2,005,272 108,328 2,113,600 
37. Inter. Cellucotton Prod. Co. .. 2,383,704 1,317,951 1,317,951 
38. National Distillers Prod. Corp.. 2,317,632 2,316,854 778 2,317,632 
39. E. I. du Pont De Nemours Inc. 2,204,872 1,673,200 55,784 1,728,984 
40. Firestone Tire & Rubber Co. .. 2,162,218 865,750 134,495 1,000,245 
es EE UG bese cedeccess 2,155,837 1,932 1,932 
G2, Bomll Brag aes .nccccccess 2,124,669 993,412 100,760 1,094,172 
43. Kaiser Motors Corp. ..... 2,118,205 869,993 94,640 964,633 
ee 2,090,741 781,371 35,100 816,471 
45. American Motors Corp. ...... 1,991,140 1,484,725 1,484,725 
i Mle wes erases teotsece 1,987,518 1,429,786 97,360 1,527,146 
47. Aves Wife. Corp. ...cc.cecees 1,939,302 760,817 126,472 887,289 
48. Andrew Jergens Co. ......... 1,907,176 628,547 47,645 676,192 
ak a See eee 1,831,760 720,679 720,679 
TO GarINR GR aces ccccscsecc 1,815,457 333,029 37,660 370,689 
Sl. Eastman Kedak Ce. .......... 1,783,043 1,550,622 1,550,622 
52. National Biscuit Co. ........ 1,659,470 352,931 352,931 
53. Helene Curtis Industries Inc. . 1,651,346 497,833 497,833 
54. California Packing Corp. ...... 1,610,450 1,337,205 1,337,205 
55. Aluminum Co. of America .... 1,605,270 849,170 105,815 954,985 
56. Corn Products Refining Co. ... 1,592,669 657,454 111,859 769,313 
37. B. F. Geedvich Ce. ......... 1,580,058 964,033 145,517 1,109,550 
58. Pabst Brewing Co. .......... 1,579,030 233,980 233,980 
sO err 1,576,590 449,915 449,915 
Ok Ee 1,570,046 673,746 7,370 681,116 
61. Carter Products Inc. ........ 1,552,138 2,850 2,850 
62. Halimark Cards Inc. ........ 1,549,429 146,609 146,609 
63. Manhattan Soap Co. ......... 1,538,255 116,978 116,978 
64. Brown & Williamson Tob. Co. . 1,523,081 572,555 4,950 577,505 
Ws ME, I howe sii cascccs 1,510,632 755,843 37,500 793,343 
66. Hazel Bishop Inc. .......... 1,510,175 oe 
ve ee a he Serr rere 1,456,194 596,224 188,225 784,449 
ee ere re 1,427,370 
69. Joseph Schlitz Brewing Co. ... 1,405,807 553,705 553,705 
70. Borg-Warner Corp. .......... 1,399,482 967,357 101,700 1,069,057 
71. Armstrong Cork Co. ........ 1,378,877 735,285 20,726 756,011 
eS 2 eae 1,373,967 543,405 57,800 601,205 
73. Electric Auto-Lite Co. ....... 1,362,974 172,748 66,325 239,073 
74. Prudential Ins. Co. of America . 1,360,844 
75. Schenley Industries Inc. ...... 1,336,865 1,329,000 1,329,000 
4 OB ere 1,334,881 743,713 25,755 769,468 
77. Yardley of London Inc. ....... 1,330,601 232,202 232,202 
78. Reynolds Metals Co. ........ 1,330,079 475,388 32,955 508,343 
79. Cluett, Peabody & Co. ...... 1,329,428 1,167,048 1,167,048 
80. Sylvania Electric Products Inc. . 1,304,096 265,537 18,400 283,937 
$1. American Dairy Assn. ........ 1,250,708 380,634 380,634 
G2. Sumbeonm Corp. .....0..225.. 1,227,689 323,778 2,726 326,504 
83. Dow Chemical Co. .......... 1,226,357 255,102 89,480 344,582 
i a ee 1,212,169 8,984 19,903 28,887 
i ee eer 1,203,196 902,620 78,261 980,881 
TN EE ME We cebcace neers ve 1,131,265 417,466 417,466 
87. Socony-Vacum Oil Co. ....... 1,123,631 705,342 55,000 760,342 
88. Mutual Benefit H&A Assn. ... 1,110,839 35,390 — 35,390 
89. Wesson Oil & Smowdrift Co. 1,077,950 530,972 —_ 530,972 
ea rere ere 1,057,732 583,788 48,600 632,388 
91. International Harvester Co. 1,056,452 290,070 322,647 612,717 
92. American Chicle Co. ........ 1,037,085 54,525 54,525 
93. Doubleday & Co. ............ 1,014,583 517,580 —— 517,580 
94. Standard Oi! Co. of Indiana .. 1,008,371 1,100 47,759 48,859 
95. Gerber Products Co. ........ 1,007,993 453,672 22,025 475,697 
$6. Anheuser-Busch Inc. ......... 988,313 77,445 — 77,445 
97. Ralston Purina Co. .......... 985,472 487,442 60,700 548,142 
Se Se eee er errr 936,161 267,714 — 267,714 
99. Metropolitan Life Insurance .. 935,799 702,610 702,610 
100. Johns Manville Corp. ........ 928,712 291,452 22,910 314,362 
WE “Wen asacvhesskenecesés $323,547,166 $110,040,679 $7,270,397 $117,311,076 


are not included in this tabulation. 


Chrysler Names Hole, Beers 
Chrysler Corp., Detroit, has ap- 
pointed Hugh S. Hole and John 
L. Beers to its advertising services 
department. Mr. Hole, formerly 
director of radio and television of 
Brooke, Smith, French & Dor- 
rance, Detroit, will supervise tel- 
evision services, and Mr. Beers, 
previously an -account executive 
in the New York office of Young 


& Rubicam, will direct merchan- 
dising and promotion. 


Stations Promote Hamilton 
Arthur Hamilton has been ap- 
pointed to the new position of 
manager of production and busi- 
ness affairs of WNBC and WNBT, 
New York. He will be responsible 
for all studio operations while con- 
tinuing as controller of the sta- 


* tat pe samous 
BILL BONSIB’S DRIVE-INS 
DENVER @ LOS ANGELES 
York Times Magazine, and Puck—The Comic Week-|8 OOMING BURGERS—Bill Bonsib, 
ly, in addition to The American Weekly, Parade and Denver agency head, invented this 
This Week Magazine. Expenditures in viher media "@wSangled burger, found little 
difficulty marketing it. Though its 
distribution is limited to two cities 
Oaniines teas initial he placed this ad in Life, foresee- 
Sections Radio Television |ing @ bright future for the prod- 
$1,015,424 $6,933,705 $11,136,979 we 
1,197,445 1,475,324 5,681,660 
2,237,179 2,915,764 6,385,466 De 
1,123,544 2,429,887 4,611,103 nver Adman Is Not 
2,334,866 2,367,904 3,260,819 . 
145,870 943,302 3,179,569 Overbuying Space to 
303,620 987,804 3,265,327 iS Il Hi B b 
516,515 752,520 4,517,048 
226,190 1,031,781 5,518,421 e Is Donburgers 
pps 310,362 2,725,736, DENVER, Aug. 25—When the head 
posgwed Rye saute of an advertising agency sets about 
1,644,092 3,252,368| Promoting a product available in 
607,845 1,643,663 2,784,685 | Only two cities by buying space in 
632,135 573,195 2,159,050| Life, a casual observer might think 
an pee peed there was something wrong with 
476,060 1,658,509 1,567,792 the adman’s judgment. But Bill 
87,341 3,654,423 Bonsib, head of the agency here 
761,887 2,100,701 370,163; which bears his name is doing 
prsig “San aae Lp just this, and he explained it to 
233,220 1,021,394 1,931,444 AA as follows: Back in 1950, he 
461,375 910,864 1,013,063; invented a rough-hewn variation 
69,760 190,470 793,476|on the hamburger, made by com- 
375,075 py a cae bining assorted unground steak 
407,863 . "| meats. Next he took a pot shot at 
immortality by giving the con- 
56,818 413,840 1,292,997; coction the name “Bonburger.” 
58,400 799,066 1,181,690 | («‘bhon” is the French equivalent o 
754,835 637,549 | .: e : oe : 
1,584,080 | 800d,” but its position in the 
253,334 1,298,860|name Bonsib probably had some 
per —_—_ influence, too. Since then a grow- 
, ’ ing series of additional food de- 
20.507 nee 456,650 lights have been named Bonbuns, 
6,048 469,840} Bon Sauce, Bon Frost and Bon 
— 351,052 810,921 | Cream.) 
140,190 Poem ae Mr. Bonsib opened his first 
1,153,572 ‘ drive-in in 1950, promoting the 
384,465 889,805 | establishment with ads in both lo- 
2 482,862|cal papers, plus some direct mail. 
panprgrenen ’ 72,443 The place soon became so crowded 
py BR  -~ Senta that he couldn’t resist opening a 
35,399 1,075,682 (Continued on Page 6) 
950,575 494,193 
232,421 'F . 
534,855 398,287 373,397 i 
534.855 96.287 373397|"Farming’ Says More 
273,205 ’ ’ 
= 650,285 Than Gentleman, 
} 266,433 127,548 
470,508 
= aso!) 420508| Curtis Tells Admen 
1600 543,075; CHicaco, Aug. 24—Farmers are 
7 Poy. : pongo still gentlemen, but in 1954 they 
y Y 77,796 , : 
382,950 1,019,870|@re more like business men than 
37,693 1,383,584 squires. 
945,576} This was indicated today by a 
106,675 346,969 eae regional editor of Country Gen- 
671,745|tleman and/or Better Farming. 
— 370,422 1,056,948; John Strohm told Chicago admen 
eae 852,102} and advertisers at the first of a 
a series of luncheons explaining the 
18,250 151,516 602,996| forthcoming switch in logos, “It 
29,200 416,815 677,886| is because we are going places that 
ae 399,946 523,608 | we changed the name.” 
Pe soe g2n|. “We believe we can serve all 
793,194 305,205 | farm-for-profit farmers more ef- 
821,736| fectively under the banner Better 
ype pow roren Farming because that name says 
46, 410 346.220 477,444 what we stand for and what we’re 
Resodied 901.185| Writing about,” he said. 
123,350 — 758,425 
327,311 — 855,971 soi 
42738 179.580 a The change becomes official 
123.280 590.519|and complete with the January, 
363,289 1955, issue of the 101l-year-old 
404,194 291,907 379,348} Curtis Publishing Co. farm maga- 
a pent zine. The September issue has 
2 410,347 33,388 added the line “the magazine for 
982,560| better farming” under the old ti- 
464,968 29,586 2,449\tle. By January the century-old 
638,113 321,399’ name will have shrunk to part of a 
532,296 Pi ‘“ 
18.285 892,583 mere overline, “Country Gentle- 
33,510 198,897 204,923; man the magazine for,” above the 
668,447| big new Better Farming logotype. 
Pee ——| Additional detail on why Curtis 
TE 515 ; ——_ |is backing away from the country 
$23,697,328 $59,139,764 $125,396,996 squire flavor of the older name is 
. given in a column by Robert H. 
tions. Reed, editor, in the September is- 
sue: 
Teres to Galbraith-Hoffman “Every man and woman on our 
William Teres Co., New York) editorial staff feels that a title 


textile converter, has appointed should indicate clearly the con- 
Galbraith-Hoffman Advertising, tents of the magazine. In all its 
New York, to handle its adver- history this magazine has been de- 
tising. A 10,000-line contract has voted to the cause of Better Farm- 
been signed with Women’s Wear ing ... Thus, we believe the 
Daily, beginning with a one-col-|change...is a step forward” he 


umn 56-line ad Aug. 26 or 27. 


states. 
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Advertising Age, August 30, 1954 


1953 Income of 
Individuals Hit 
$270 Billions 


WASHINGTON, Aug. 24—Total in- 
come received by individuals in- 
creased in 1953, topping $270 bil- 
lion for the year. 

This is a 6% rise from the 1952 
total of $256 billion, according to 
Department of Commerce tabula- 
tions released yesterday. 

Largest increases were in Mich- 
igan, Florida, South Dakota, Ohio, 
Indiana and Nevada and ranged 
from 9 to 12%. In Michigan, Ohio 
and Indiana the sizable gain in 
manufacturing wages and salaries 
was a primary factor in the in- 
crease. In addition, Michigan resi- 
dents had an increase from non- 
manufacturing sources that was 


nearly double the national aver- 
age. 


® Income from trade and service 
activity was particularly impor- 
tant in the increases in Florida 
and Nevada, while South Dakota’s 
(Continued on Page 42) 


McCloskey Acquires 
Working Control of 
‘Philadelphia News’ 


PHILADELPHIA, Aug. 26—Lee Ell- 
maker Jr., 31, son of the late foun- 
der of the Philadelphia Daily 
News, was elected publisher of the 
paper this week by the board of 
directors. He succeeded the elder 
Ellmaker, who died in 1951. 

Mrs. Myrtle W. Ellmaker, widow 
of the founder, was named presi- 
dent, and Matthew H. McCloskey, 
wealthy contractor and politician, 
was elected chairman of the board. 

Mr. McCloskey several weeks 
ago purchased the interest of 
Judge Louis Levinthal, an original 
investor, and since has bought ad- 
ditional stock from the Ellmakers, 
to give him control of the tabloid 
daily. 

As publisher, Lee Ellmaker will 
direct business and editorial activ- 
ities. His brother, William Ellmak- 
er, 28, was elected v.p. in charge 
of circulation and the mechanical 
end. 

Gustave E. Nelson, general man- 
ager, and Dean R. McCollough, ed- 
itor, were reelected to their posi- 
tions. 

The new publishers told ADvER- 
TISING AGE that their primary ob- 
jective will be to increase Daily 
News circulation from 18,000 to 
more than 200,000 and to expand 
news coverage. 

He said there is room in Phila- 
delphia for three newspapers, and 
he feels that the News can grow 
out of the third paper class. 

Just what improvements and 
promotion plans the directors have 
set in motion have not been re- 
vealed, but fresh funds are ex- 
pected to be supplied either by 
McCloskey or by some of his Dem- 
ocratic party friends. 


| 


DOLLAR-A-YEAR ADMAN—Louis H. Regensburg and Earle Ludgin, prin- 
cipals of Earle Ludgin & Co., Chicago, go over a fine point of mer- 
chandising, with Mr. Regensburg doing most of the talking. After 


25 years as a Ludgin client, Mr. 


Regensburg now contributes his 


merchandising wisdom to the agency for a stipend of $1.50 a year. 


‘Tough Client’ Stays 25 Years, Becomes 
Dollar-A-Year Oracle for Earle Ludgin 


Cuicaco, Aug. 24—Admen, do 
you find your coffee sessions on 
ihe subject of Agency-Client Re- 
lationships running a little flat? 

If so, take inspiration from the 
case of the client who not only 
stayed for 25 years but actually 
moved into the agency’s offices. 

The case concerns Earle Ludgin 
& Co. and its alltime-favorite 
“tough client,” Louis H. Regens- 
burg. Formerly president of Clin- 
ton Carpet Co., marketer of Ozite 
rug cushions, Mr. Regensburg is 
now, and has been for five years, 
an employe of Earle Ludgin—at a 
starting salary of $1 a year. 


a Mr. Regensburg, now 75, reached 
retirement age in 1949, but having 
had previous experience with re- 
tirement he wanted no further 
part of it. So at the suggestion of 
his former agency, Earle Ludgin & 
Co., he took an office with them. 

Here he looks after his own af- 
fairs, and at the same time offers 
fatherly counsel on business oper- 
ations. He advice should be well- 
founded: Mr. Regensburg has 
twice in his career built up enough 


of a business to retire on. 

The first retirement came as 
early as 1921, when Mr. Regens- 
burg was in his early forties. He 
celebrated his “freedom” that 
time with a trip around the world. 
By the time he got back, boredom 
was already starting to set in when 
he was offered the management of 
a new company to market an un- 
known product, a “rug cushion” 
called Ozite. 

Before deciding, Mr. Regens- 
burg went to Detroit, Cleveland, 
Pittsburgh, Philadelphia and New 
York with a sample of the cushion, 
calling on carpet wholesalers, de- 
partment stores and furniture re- 
tailers. Wherever he went he drew 
a blank: There was no demand for 
such a product, the price was too 
high, dealers and _ wholesalers 
weren’t equipped to handle cutting 
and binding. 

When Mr. Regensburg returned 
to Chicago and reported his find- 
ings, the company principals 
thought he was turning down the 
proposition. 

“On the contrary,” he said. “I 

(Continued on Page 69) 


Brown-Forman Plans 
Football Tie-Ins in 


‘Early Times’ Drive 


LOUISVILLE, Aug. 25—Brown- 
Forman Distillers Corp. will break 
a special campaign in September 


|secutive year, the company will 
‘distribute its annual football 
‘schedule, edited by Ed Prell of 
\the Chicago Tribune, and will sup- 
‘ply dealers with special window 
display, point of sale, and direct 
mail materials. 

| Ruthrauff & Ryan, Chicago, is 
the agency. 


for its Early Times bourbon whis- | 


ky, to tie in with the football 
season. 

Gridiron fans will see “Tops 
Them All” ads in Ebony, Field & 
Stream, Newsweek, Sports Afield, 
True and U. S. News & World Re- 
port, plus four-column, 160-line 


newspaper insertions and 24-sheet 


posters in major markets. 
In addition, for the 19th con- 
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BROAD-MINDED—Chicago discount 


Weiss’ third article, Page 47) by 
offering to honor “all discount 
‘ecards, license plates, dog tags 
‘drivers licenses and old bus trans- 
fers.” 


Soft Drinks or Tractors... 


Dancing Girls, with Proper Cues, 
Help Move Dealers—and Goods 


Agencies Getting to 
Be Showmen as Sales 
Meetings Skits Grow 


By Bill Burkhart 

Cuicaco, Aug. 24—Big business 
is getting that stage struck look 
more and more. 

Distributors, dealers, salesmen 
and other links in the distribution 
chain are finding that the old-time 
sales meeting has changed. The In- 
spirational Address by the chair- 
man of the board or his represen- 
tative still crops up. The sales 
manager, of course, still hammers 
the lectern to show what a good 
line the engineers have devised. 

But nowadays, more often than 
not, the hominy is sandwiched in 
harmony. Chorus girls, song-and- 
dance men and 12-piece orchestras 
are becoming as important in con- 
vention plans as slides, film strips 
and ad blowups. 


= The growing interest in the 
spectacular presentation seems to 
stem from the conviction of mar- 
keting v.p.s and others at the top 
of the executive heap that razzle- 
dazzle pays. A skit helps keep the 
audience receptive and, if prop- 
erly done, results in orders signed 
on the spot. 

Perhaps more important, build- 


ing a meeting around a dramatic 
framework lends variety and a 
sugar coating: Themes can be 
changed yearly to magnify minor 
product improvements. Also, these 
latter day morality plays provide 
a gentle way to tell Everyman how 
to tend to his business. 

Even if it does cost $50,000, it 
makes a sales manager feel good 
to be able to answer his dealers’ 
gripes via a comic sequence. The 
production, of course, shows that 
the factory knows best and that 
the smart dealer in Ottumwa 
spends less time carping and more 
time ringing doorbells. 


= The interest in dramatic sales 
meetings, however, has caused 
some problems for advertising 
agencies. There is a growing trend 
for advertisers to ask the agency 
men to put together the show, hire 
the talent, manage the details. 

The first thing the admen learn 
is that these shows cost plenty— 
from $10,000 to as high as you 
want to go. The average, however, 
is about $50,000. A traveling show 
costs about $10,000 a city. 

Philco Corp. last year probed the 
upper heights with a sales meeting 
that cost nearly $3,000,000 and in- 
cluded free tickets redeemable in 
Atlantic City bars, hotels and stores 

(Continued on Page 62) 


Big Radio Stations Will By-Pass Networks; 
Plan Combine to Fight Television Threat 


New York, Aug. 25—Convinced 
that the networks are not selling 
nighttime radio hard enough, 
some of the country’s top am sta- 
tions are banding together to see 
what they can do do to remedy 
the situation (AA, May 17). 

This move is being spearheaded 


Spot Buyers Used 
More Stations in 
July, Check Shows 


New York, Aug. 26—Many of 
radio’s most enthusiastic spot users 
are buying bigger station lineups. 

This is the trend noted in the 
July listings of Executives Radio- 
TV Service, Larchmont, N.Y., 
which publishes a monthly report 
on spot radio activity. 

A check of 50 leading advertis- 
ers on the report showed them 
using a total of 2,013 radio sta- 
tions, compared with 1,883 sched- 
uled during July, 1953. Longer 
station lineups were noted for such 
categories as automotive, bever- 
ages, drugs and drug products, 
food and food products, fuel and 
laundry soaps and cleansers. 

Among the advertisers buying 
bigger station lists in July of this 
year were Atlantic Refining Co., 
Anheuser-Busch, Canada Dry, 
Bristol-Myers, Borden, General 
Foods and Kroger. 


Brock to Petrik & Stephenson 
Brock & Co., Philadelphia, pack- 
er of frozen french fries and op- 
erator of industrial and school caf- 
eterias, has appointed Petrik & 


| Stephenson, Philadelphia, to han- 
idle its advertising. A new fro- 


zen food trademark character, 
Brockie, the animated potato, has 
been developed and will be pro- 
moted in the Delaware Valley 


operator touches a new extreme | area. 
in cut-price selling (See E. B. 


Keeshin Poultry to Fisher 
Charles Keeshin Poultry Co., 
Chicago processor of frozen chick- 
en products, has appointed M. M. 
Fisher Associates, Chicago, to han- 


\dle its advertising. 


by John H. DeWitt of WSM, Nash- 
ville. Beginning this fall the sta- 
tions, in effect, will sell them- 
selves as a tape network though 
they are calling themselves the 
Quality Radio Group. Details of 
the organization will be mapped 
out Sept. 2 at a meeting in Chi- 
cago. 

Meanwhile, 25 to 30 stations— 
practically all of them network 
affiliates—are already committed 
to the project. The group is ex- 
pected to include 36 outlets scat- 
tered throughout the U. S. 

Working with Mr. DeWitt in 
getting the group lined up are 
Frank Fogarty of WOW, Omaha, 
acting vice-chairman; William 
Wagner of WHO, Des Moines, act- 
ing secretary-treasurer and Ward 
L. Quall of WLW, Cincinnati, who 
is supervising legal and financial 
activities. 


® Other stations already enrolled, 
as Quality Group members in- 
clude: WSB, Atlanta; WGN, Chi- 
cago; WFAA-WBAP, Dallas-Fort 
Worth; KFI, Los Angeles; WOAI, 
San Antonio; WBT, Charlotte; 
WOR, New York; KPRC, Houston; 
KVOO, Tulsa; WRVA, Richmond; 
KCMO, Kansas City; WWJ, De- 
troit, and KSL, Salt Lake City. 
The identity of some of fhe sta- 
tions will not be revealed until 
after the September organization- 
al meeting. 

The group will pitch for na- 
tional advertisers, offering them 
time on all 36 “priced favorably.” 
The Quality Group shows will be 
broadcast between 7 and 10 p.m., 
local time. A New York sales of- 
fice will be opened to solicit fall 
business. 

The venture will be financed by 
dues from member stations, fig- 
ured on the basis of 20 times their 
highest daytime hourly rate. 

Mr. DeWitt told Apvertisinc 
Ace that Quality will offer spon- 
sors a choice of popular shows al- 
ready developed by the partici- 
pating stations, tailor-made shows 
to be produced by individual sta- 
tions or their pick of current top- 
grade transcribed package shows. 

(Continued on Page 42) 
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Retailers Blame 
Tips and Longies 
for Cigaret Woes 


(Continued from Page 1) 


following an earlier bow in New 
‘England (AA, Aug. 23). M. H. 
Hackett Co. is the agency. 


. Major chain supermarkets today 


4 in the first half of 1954 compared 70. 
with 2.8% in the first half of ’53. 


= More king-size cigarets are al- 
so being sold. For the first half of 
54 king-size totaled 28.5% of con- 
sumption, up 5.2% over the first 
half of ’53. 

Philip Morris & Co. is reducing 


lower the retail price per pack 
about 2¢. 
A six-week advertising cam- 


being made. 
paign will be launched Sept. 2 


Benton & Bowles is 


| 


As previously reported, filter-| quoted officially, said that the 
tipped Herbert Tareytons will be|consensus in the industry is that 
_introduced in New York, Sept. 7, |58% 


| 


of all cigarets sold within 
five years will be king-size or 
filter-tip, and that standard-size 
will become increasingly hard to 
get. 


In the face of this, evidence 


carry between 70 and 90 different points to a falling off in smoking, 
/brands and packages of cigarets. particularly in New York State. 
_A year ago the total did not exceed Governor Thomas E. Dewey, in 


his latest budget, estimated that 


One supermarket chain, which the state would get $750,000 less 
refused to allow its name to bein cigaret taxes. New Yorkers are 
used, told AA that it is seriously estimated to be smoking 6% fewer 
considering cutting down its in- cigarets than they did in 1953. 
ventory. It is making a check now Major reason for this is the recent 
to determine which brands to drop. cancer scare, but retailers also sug- 

Vending machine companies are gest that the emphasis on filter 
also faced with difficulties because tips has tended to hurt over-all 
the price of king-size parliament|of the new size and types of cig- sales. 
cigarets from $13.60 per 1,000 to| arets. An executive of one compa- | 
$12.90 effective Sept. 1, which will|ny said that the situation has be- cigaret business,” an association 
come so confusing it is impossible official said, “that fewer brands 
to keep up with changes that are and standardization wouldn’t help 


“There’s nothing wrong with the 


cure. If cigaret makers don’t stop 
glutting the market with new 


with radio and tv spots in 135 to|@ For the most part, cigaret com- sizes, shapes and tips some of them 
140 markets, and on Sept. 7 in 


newspapers. 
the agency. 


panies declined to comment on will wake up some morning and 
retailers’ criticism. But am indus- find they haven’t got any business 
try spokesman, who refused to be at all.” 


wholesalers and their salesmen.” 


“We didn’t catch the first issue 
of JOBBER TOPICS back in 1922... 


~ but from the third issue on, it has been 


the mainstay of our printed sales contact with automotive 


T. Faxon Hall 


Vice-President 
Walker Mfg. Co. of Wisc. 


JOBBER TOPICS is the only trade publication devoted 


exclusively to helping the 11,000 jobbers and their thousands of 


salesmen increase volume and profit. JOBBER TOPICS 


regularly reaches 35,000 automotive jobber 
executives, sales managers, buyers and salesmen. It’s axiomatic 


in the automotive service market, “When you 

sell the jobber and his salesmen, you sell the entire trade.” So, if 
vou sell to the automotive service market, now 

is the time to use JOBBER TOPICS. 

‘To learn the full story behind the exceptional effectiveness of 
automotive advertising in JOBBER TOPICS, 

write today for your free copy of “The Indispensable Man”. 


Jobber Topics 


Published monthly by The Irving-Cloud Publishing Company 
8th Floor, Daily News Building, Chicago 6, Illinois 


Founded 
in 
1922 


ida financier Louis Wolfson pre- 
pares a high pressure campaign 
in the R. R. Young manner to 
gain control of Montgomery 
Ward operations 


Tips and Kings get blame for sag- 


ging cigaret sales as_ tobacco 
sellers say that there are too 
many brands and too many types 
of cigarets for retailers to 
carry 


Bonsib’s Bonburgers are adver- 


tised in Life although available 
in only two cities when an 
adman-restaurateur foresees a 
bright future for his eatery side- 
line 


Procter & Gamble still heads the 


list of the biggest magazine and 
broadcast advertisers during the 
first half of ’54 with a totai ex- 
penditure of more than $22,800,- 
000 


Individual income shows a 6% rise 


in one year and tops the $270 
billion mark, with Michigan, 
Florida and South Dakota show- 
ing the biggest percentage in- 
creases 


| 


| 


Advertising Age, August 30, 1954 


Another p.r. battle looms as Flor- | Sporting copy winds up on the 


women’s pages in Denver when 
a dog track and a bangtail cir- 
cuit decide the way to build at- 
tendance is to make a pitch di- 
rectly to ladies 


No Mom in Godfrey’s family, says 


Weiss & Geller in explaining 
why social scientists think he 
has more appeal to housewives 
than the Betty Crocker type of 
lady pitchman 


Film re-runs of winter programs 


are boring the audience, Adver- 
test Research contends after a 
survey of summer tv and its 
watchers in the New York 
area 


Radioactive tests will form the 


base of Bendix automatic wash- 
ing machine advertising (via 
Earle Ludgin & Co.) after Geiger 
counters show just how much 
of what comes out in the 
wash 


Creative man likes an ad because 


it shows a real woman in a real 
dress that has really shrunk, in 
contrast to earlier Sanforized 
ads with unrealistic art . Page 52 
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"This is the size we make for the 
Growing Greensboro Market!” 


thitsss 


a ‘ 
FESS —* 


’ 


EVEN THE TRAILERS ARE BIGGER in the Growing Greens- 
boro ABC Market! . . » One reason for this is the king-size 
buying habits of this prosperous and industrious market in the 
Carolina Piedmont — a market where 1/6 of North Carolina’s 
4-million folks account for 1/5 of the state’s $3-billion retail 
sales. .. . In automotive, food, gasoline, furniture, drug, gen- 
eral merchandise — all along the line, you’ll find that the 
Growing Greensboro ABC Market is a real sales-producer.. . 
And one of the pretty parts of this selling picture is that the 


one big 


roven medium for coverage in this top Carolina mar- 


ket is the 100,000 daily circulation of the GREENSBORO 


NEWS and RECORD.... 


Only medium with dominant coverage in the Growing Greensboro 
ABC Market, with selling influence in over half of North Carolina! 


Sales Management Figures 


1G reensbor ee 
News and Record 


* GREENSBORO, NORTH CAROLINA 


®Represented Nationally by Jann & Kelley, Inc. 
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Advertiser 


Action 
reflects 


Audience Act 
on 


PHILADELPHIA 


140 national advertisers had success stories 
on KYW, Philadelphia, in 1953. The num- 
ber of national accounts on KYW this 
year to date is 50% higher! 

Local time sales on KYW climbed 35% 
in three years to a record high in 1953. Yet 
the first six months of 1954 show 37.1% 
more local time sales than the same period 
of last year! 

Local businessmen have tight budgets. 
They buy sharp. The way they’re flocking 
to KYW should be your cue to buy this 
50,000-watter . . . and cinch a big share of 
the 714-billion-dollar market it dominates. 

All you have to do to get availabilities, 
rates, market data and stacks of Audience 
Action facts about KYW is call your Free 
& Peters “colonel”? or Bob Teter, Sales 
Manager of KYW, Philadelphia. Do it 
soon. 
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WESTINGHOUSE BROADCASTING COMPANY, INC. 


KYW + wPTz, Philadelphia; wBZ-WBZA +» wBz-Tv, Boston; KDKA, 
Pittsburgh; wowo, Fort Wayne; Kex, Portland; xpix, San Francisco 


National Representatives, FREE & PETERS, INC. 
KPIX represented by THE Katz AGENCY, INc. 
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to increase sales . . . and decrease costs 


advertise more in newspapers 


Jack Doran, Director of Advertising of the 
Simoniz Company, has this to say about news- 
papers, “We have a healthy respect for the 
power and local impact of newspapers as an 
advertising medium. Newspapers enable us 
to select markets on the basis of the greatest 
potential for each of our products. 


“A newspaper advertising campaign of even 
moderate proportions offers one of the best 
vehicles for merchandising the trade. We use 
these programs to sell against, to get dealer 
tie-ins and features as well as to get expanded 
distribution.” 


Published in the interest of all newspapers by 
Moloney, Regan & Schmitt 


Jack Doran 


Representing newspapers only 


The Simoniz Co. 


KOTV Names Persons V. P. 


C. P. Persons Jr., formerly v.p. 
and manager of WABT-TV, Bir- 


mingham, Ala., has been appointed | 


v.p. and general manager of 
KOTV, Tulsa. The tv station, 
which was purchased in May by 
J. H. Whitney & Co., New York, 
will boost its power from 17,000 
watts to 100,000 watts on Oct. 31. 
C. Wrede Petersmeyer will con- 
‘inue as president of KOTV Inc. 
and Dick Campbell will remain 
station manager. 


Hackett Co. Has Tareyton 


In a story last week about mar- 
keting plans for filter-tip Herbert 
Tareyton, newest addition to the 
filter family, AA erroneously cred- 
ited the account to Hilton & Riggio. 
Tareyton (American Tobacco Co.) 
is actually with the M. H. Hackett 
Co., 9 Rockefeller Plaza, New 
York, which has scheduled large- 
space newspaper ads to run over a 
nine-week period in major news- 
papers, and a four-week spot drive 
on radio and tv. 


99,714 replies in 10 days 


in THE DES MOINES -SUNDAY- REGISTER! 
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EUGENE M. MCSWEENEY JR., formerly 
auto editor and auto advertising 
manager of the Boston Post, has 
been appointed national advertis- 
ing manager. 


Denver Adman Is Not 
Overbuying Space to 
Sell His Bonburgers 


(Continued from Page 2) 
second here, then a third in Los 
Angeles. In that drive-in capital, 
he took a page in the Los Angeles 
Times to tell the Bonburger story. 
He has since bought pages in the 
Santa Monica Outlook as well as 
the Denver Post and Rocky Moun- 
tain News. He has also made use of 
radio spot announcements, and he 
continues direct mail promotion. 
From time to time he changes the 
style of his waitresses’ uniforms, 
just to provide variety for custom- 
ers. 

It all works well. In the Los An- 
geles spot, for example, a police- 
man is specially assigned to han- 
dle traffic in his parking area. 


# Mr. Bonsib moved into Life in 
July, 1954, for three reasons: 

1. He is considering marketing 
Bonburgers nationally and it ‘may 
not be too soon to begin establish- 
ing the brand name. 

2. National advertising is help- 
ing build up a stock of inquiries 
regarding franchises and franchises 
are an important part of the mar- 
keting plan for Bonburgers. 

3. The ad has helped build sales 
where outlets now exist, not only 
because Life has readers here and 
in Los Angeles, but because many 
a traveler from elsewhere visits 
these cities. 


s In 1946, after eight years in the 
advertising business, Mr. Bonsib 
established the Bill Bonsib Adver- 
tising Agency. Among his clients 
are the Broadmoor Hotel, Amer- 
ican Stencil Mfg. Co., Armco 
Drainage & Metal Products and 
Colorado Rancher & Farmer. His 
billing is approximately $450,000. 

The Bonburger account is han- 
dled by Jay Tallant, exec. v.p. of 
the Bonsib agency. Bonburger ad- 
vertising will continue to appear 
in Life, though there is no set 
schedule at the moment. 

Meanwhile, Bonburgers are sell- 
ing at an annual rate of 1,500,000 
to 2,000,000. Any more questions, 
Mr. Casual Observer? 


Russell Birdwell Adds Two 

Colorado Mining Corp. and 
United Uranium & Oil Co., both of 
Denver, have appointed Russell 
Birdwell & Associates, New York, 
to handle advertising and public 
relations. Both companies are new 
and advertising for the first time. 
Plans call for use of business pa- 
pers and financial pages in news- 
papers. 


McCall Corp. Elects Hurley 
Andrew J. Hurley, president of 
California Sea Foods Co., Los An- 
geles, has been elected to the board 
of directors of McCall Corp., New 
York. McCall also accepted the 
resignation of Daniel W. Streeter, 
of Buffalo, a director for 40 years. 
Mr. Streeter was named a con- 


sulting director. 
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13 YCECAPFS. For the first time 


since 1941, new cars are being sold, not 
bought. The dealer is ringing doorbells 
and dialing phones. The factory is testing 
appeals and re-evaluating media. It is 
significant that this year’s media lists are 
headed by The Saturday Evening Post. 
It carries almost as many pages of 


automotive advertising as the next two 


magazines combined. FRY Er -=-f 


It gets to the families 


that buy cars. It gets to 


the heart of America. 


A CURTIS MAGAZINE [nn 
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Lipton Names Porter 

Robert Keith Porter, formerly 
regional field manager of Lever 
Bros. in the U. S., has been named 
v.p. and general manager of Thom- 
as J. Lipton Ltd., Toronto. At one 
time, Mr. Porter was advertising 
manager for Lever’s Pepsodent di- 


Magnavox Hurls Ads 
and Franchises at 


Cut-Price Dealers 


(Continued from Page 1) 
;as we now have...” 


traded—“the only television brand eral Electric spokesman pointed | 
sold under the legal agreements out) the jobbers should be left to) 
provided by the McGuire Act.” police the pricing practices of their) 

Of his company’s distribution own dealers. A Westinghouse of-| 
setup (Magnavox is the only major ficial explained that Westinghouse, 
tv set manufacturer which sells like GE, has limited action against 
‘directly to dealers), Mr. Frei- ‘discounting dealers to court in- 


He notes that Magnavox is fair- | distributors, and that (as a Gen-| | 


vision in Canada. 


5138 Police Chiefs buy: 
First Aid Kits 


There was another angle, how- mann remarks that “by by-passing 
ever, to the Magnavox move to the jobbers .. . your cost is sub- 
refranchise its dealers. A com-|Stantially less.” 
pany official told AA that, in addi- 
tion to attacking discounters, the 
move was aimed at weeding out 
dealers whose scale of operations 


= The ad concludes with the sug- 
gestion to consumers that “because 
Magnavox is sold only through the 
is so small as to make it “un-/selected few dealers in your com- 
economical” to serve them. ‘munity, look in your classified 

On the advertising side, the bkw telephone book ... for the name 
page in Time and U. S. News will of your nearest Magnavox dealer.” 
also be messages from Mr. Frei-| A check by AA for reactions of 
mann, AA learned. Under the other set manufacturers showed 
headline, 
Maximum Value Buying at a Dis- ally sitting on their hands. Most 
count?” Mr. Freimann denies that companies felt that the Magnavox 
cut-price buying really benefits “gambit” had little relevance to 
the consumer. manufacturers who deal through 


“Do You Really Get that most of them were emphatic- | 


junctions. 


| 


! 


Advertising Age, August 30, 1954 
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Do You Really Get Maximum Value 
Buying at a Discount? 


@ An exception was Philco Corp.,| === 


| which last week cancelled fran- 


| chises of all its distributors and : 


‘dealers and offered to re-assign 
‘them under a new franchise. The 
new Philco_ contract, 


concerns itself with relatively 


‘minor evils, such as the trans-| =» 


|shipping of goods by distributors 
to areas outside their jurisdiction. 
|All Philco dealers have re-signed. 
Along with its advertising blast 
‘at discounting, Magnavox is also 
opening up a “product” ad cam- 
'paign on the much blander theme, 
‘“You Are Years Ahead with Mag- 


ee UMM. Oversight Gets Left Behind 
ee in the Largest City of the South 


He's Not Using, The Houston Post 


He didn't know that Houston is now the 
largest city in the South; that it has risen 
from third in 1930 to first todmy; that it’s 
now the nation’s 13th city. M}. Oversight 
is sticking to Model-T'space-buying practices 
in this high-powered market. While his com- 
petitors are passing him rapidly with com- 
plete and streamlined selling programs, Mr. 


Schmitt office today! 


able on request. 


The Houston Market Today is Sold on... Sold By 


: THE HOUSTON POST 


More than 188,857 Daily — 206,567 Sunday* 


--.and still growing! 


Oversight is falling farther and farther 
behind — reaching far less than half this 
dynamic market, because he’s not using the 
pace-setting Houston Post. Get all the facts 
from your nearest Moloney, Regan and 


Starch studies made regularly. Details avail- 


Nt Tokes THE HOUSTON POST 
te Sell the Houston Market! 


W. P. Hobby, Publisher 

Eugene Lemcoe, Director 
of Advertising 

Robert Barron, Manager of 
General Advertising 


*ABC. Publisher's Statement, 


however, wee 


FRANK STATEMENT—With this ad in 

two national magazines, Magnavox 

Co.’s Frank Freimann issues a 

“frank statement” to Magnavox tv 
set owners and friends. 


navox.” Spearheaded by pages in 
Life, The Saturday Evening Post 
and Time, and supplemented by 
ads in The Atlantic, Harper’s Mag- 
azine, House Beautiful, House & 
Garden, The New Yorker, Satur- 
day Review and U. S. News & 
World Report, the new program 
will be “bigger and broader” than 
any previous one, says Magnavox. 

Maxon Inc.; Chicago, is the 
Magnavox agency. 


FTC Examiner Says 
Card Makers Boosted 
Prices Illegally 


WASHINGTON, Aug. 25—A Fed- 
eral Trade Commission examiner 
said today that four manufacturers 
of greeting cards attempted to 
meet a 12% to 25% increase in 
postal rates in 1949 by unlawfully 
adopting identical increases in the 
selling prices of their products. 

Examiner Frank Hier said a 
cease and desist order should be 
issued to prevent the firms from 
conspiring to fix prices in the fu- 
ture. But, he said, eight greeting 
ecard distributors, who had been 
involved in the commission com- 
plaint, were “under economic com- 
pulsion” to follow the price lead of 
the manufacturers and could not 
be held responsible for the identi- 
cal price increases. 

Mr. Hier said the decision to in- 
crease prices appears to have been 
worked out in September, 1948, at 
a convention of greeting card pub-: 
lishers. Though witnesses denied 
any agreement was reached, he 
said, “within one to five months 
subsequent to the meeting, price 
lists issued by respondents showed 
increased from identical level to a 
new and increased identical level.” 

He noted that postage increases 
were a significant cost to the greet- 
ing card firms because they sell 


entirely by mail. 
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| DAILY 


Average circulation of the Chicago 
Daily News for July, 1954, was 
| 562,472, 19,200 higher than for July, 
si 1953, and the highest July daily 


average in this newspaper’s history. 


SATURDAY 


Average circulation of the Chicago 
Daily News for July, 1954, was 
560,670, 42,049 higher than for July, 
1953, and the highest July Saturday 
average in this newspaper’s history. 
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How high the buy he makes or breaks? 


You’re missing an important new “fix” on executive buying 
influence if you haven’t seen Fortune’s just released 
Management Purchasing Study. For this is a study that 
measures the degree to which Fortune’s management 
subscriber influences the purchase of products and services 
in 26 different industrial classifications. A study that not only 
measures buying influence, but correlates it with management 
function, company size, reading habits and other vital data. 
For a look at this truly multi-dimensional study, call 

your Fortune representative. FORTUNE Magazine, 

9 Rockefeller Plaza, New York 20, N. Y. JUdson 6-1212. 


... the magazine of business leadership 
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Why Is Television So Hungry? 


The recent action of the Chicago Metropolitan Chevrolet Dealers 
Club, in calling a halt to their own advertising because “about a 
dozen” of their members are using advertising which reduces the 
business to a “pushcart level” made us think, for reasons which we 
shall shortly explain, of the strange antics of so many television 
stations. * 

The Chevrolet dealers object to gimmick, low down payment, 
offers of free accessories, and similar ads. And this is what made us 
think of television. There is a good deal of pretty shoddy advertising 
appearing in newspapers, but most of it is in the small type in the 
classified columns, and even here newspaper censorship usually 
tones the offers down to some reasonable point. 

The really fantastic pitchman pitches are made on radio. And 
much as they are to be deplored, there is at least’a human reason 
for allowing them. Too many radio stations have large gobs of 
available time, which it is mighty difficult to fill without treading 
on the elements of good taste. 

But local television is almost as bad as radio in many cases, and 
in a few it seems much worse. And here it is really difficult to see 
why. Aside from the difficulties certain late-comer u.h.f. stations 
have encountered in areas where most of the viewing goes to v.h.f. 
stations, television stations seem to have very modest amounts of 
time for sale, and give every indication of operating successfully. 

Why, then, is there so large a segment of local tv business con- 
sisting of new and used car dealers making 10 or 12-minute pitches 
of the most fantastic kind? Why are there so many people selling sets 
of pots and pans at the unbelievably low price of $49.50, complete 
with a five-room ranch house? Why are there so many people of- 
fering to rebuild your house for only $1.49 a month—with the first 
payment scheduled for Jan. 1, 1963? 

Why is there so much insistent shouting, so much super-fast talk- 
ing, so much obvious trickery on locally sponsored tv shows? And 
what kind of excesses can we expect when this new wonder medium 
shakes down to normalcy, if we get this sort of thing now? 


We'll Get Census Figures, After All 


By the simple device of attaching the appropriation to the final 
deficiency bill, Congress last week agreed—without even a whisper 
of protest—to provide some $8,500,000 for censuses of business, man- 
ufactures and mineral industries covering the year 1954. 

The censuses will be taken next year (they’ve got to wait until 
this year ends before they can start counting the results of this 
year’s business), and they should be extremely helpful to all busi- 
ness—and to government as well—by provicing the necessary bench- 
marks on the progress of important elements of our industrial ma- 
chine. 

Everyone in business should be grateful for the magnanimity of 
Congress in providing the necessary funds, but a good many people 
can’t help feeling that it would have been much better—and even 
more helpful—to have had the funds provided in the usual way, 
when they were originally requested. 

Instead, Congress repeatedly refused to pass the necessary ap- 
propriation bill, and as short a time as a couple of weeks ago every- 
one gave up all hopes of securing any appropriation whatever for 
this important work. 

Nothing has been gained by the delay. It won’t cost any less to 
make the census enumerations because the money was appropriated 
at the last minute instead of several months ago, and the delay cer- 
tainly hasn’t aided in the necessary planning. 

But they will take these censuses now, and the cantankerousness 
of Congress should be forgiven—but not necessarily forgotten. 
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“He's the only boss | ever heard of who talks shorthand!” 


What They're Saying 


Women Step In 

A leading manufacturer of elec- 
tric disposer units has persuaded 
its dealers to use women door-to- 
door salesmen. 

It’s working so well the F. C. 
Russell company now has about 
1,000 saleswomen. 

Sales managers take note. It has 
been found that the housewife is 
not likely. to slam the door in an- 
other lady’s face; that in mid- 
morning and mid-afternoon when 
the “coffee break’ comes, she is 
happy to talk with another home- 
maker; and that she doesn’t hesi- 
tate to ask a woman in the house, 
even if her hair is in curlers. 
—American Kitchens Digest, issued by 


American Kitchens Division, Avco 
Mfg. Corp., Connersville, Ind. 


It's ‘Fabulous’ 

What’s the meaning of “fabu- 
lous’—often seen and heard in 
Chicago advertising? Webster says 
“Fond of, or given to telling fables; 
feigned, as a story or fable; like a 
fable, especially in exaggeration.” 
The Chicago Better Business Bu- 
reau joins the Louisville Bureau 
in “broadcasting” the true mean- 
ing of this word. 


—‘The Report,’’ published by the 
Chicago Better Business Biireau. 


Live Show Preferred 
A convention means hands shak- 
en, backs slapped, heads rubbed 
dolefully the next day, tongues 
examined before medicine cabi- 
nets. It means trade lore ex- 
changed, gossip bandied. It means 
rubbing shoulders with the “best 
little old gang of fellers in the 
whole world,” because their inter- 
ests like your own are concentrated 
on selling washing machines (in- 
surance, ladies ready-to-wear, as- 
bestos drainage pipes, turkey 
feathers, automobiles, or cement). 
No television set, even equipped 
with color and smell as well as 
sound and fury, can ever take the 
place of a real, live convention 
where good fellows get together 
and make the joint really jump. 
A convention by tv is really a con- 
tradiction in terms, fit only for 
shut-ins and introverts. And who- 
ever saw a real live wire who 
could sell refrigerators to Eskimos, 
who was either a shut-in or an in- 
trovert? The old fashioned kind of 
convention is here to stay. 
—Editorial in the “Hartford Courant.” 


All Clear 

To make the two-county cover- 
age of the newspaper more widely 
known, the title of the Leighton 
Buzzard Observer has been 
changed to the Beds and Bucks 
Observer. 


—Publication News and Notes, in 
“‘Advertiser’s Weekly,’”’ London. 


Help Wanted for 
‘Lonely Shoppers’ 

Self-service stores are fast de- 
veloping a new type of “lonely 
hearts”...the lonely shopper who 
must do all her own thinking when 
she goes out to buy, make her own 
decisions. In place of the friendly 
grocer or druggist to guide her and 
help make up her mind, our mod- 
ern housewife must “go it alone.” 

Watch a typical shopper in a 
food store, the modern self-service 
kind where every woman is a 
queen, making her own lone de- 
cisions. .. unattended by any clerk 
to answer any but the most per- 
functory questions. .. uninfluenced 
by any personal sales talk. 

In that moment of decision when 
she sees a half dozen brands of 
peaches, or six or seven coffee 
brands on the shelf in front of her 
...in that moment when she picks 
up your can or package and stud- 
ies it...what goes through her 
mind as she decides? 

1. Does the label show the prod- 
uct attractively? 

2. Does it answer her questions 
concerning quantity, quality, us- 
ability, reliability, value? 

3. Does the brand name “ring 
a bell” or does she mentally say, 
“T never heard of this brand... 
wonder if it’s any good?” 

Paékage design at this point can 
make a huge difference; so can the 
impression your advertising has 
made on this “queen” of the super- 
markets. 

And as more “lonely decisions” 
are made by shoppers in almost 
every type of store because she 
can get no advice to help her (as 
self-service replaces clerks, and as 
clerks become more mere “order 
takers” and less “order makers’), 
your advertising must assume an 
even greater responsibility for 
selling your product .. . whether 
| your product be a can of corn or a 
can of tooth powder, a billfold or 
a bottle of beer. 


—Grossfeld Strategy,” igency house 


Chicago. 
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Rough Proofs 


Cornell University has a court 
order prohibiting use of its name 
on the bread of a Brooklyn baker, 
but this doesn’t mean there will 


be any difficulty ahead for Yale 
locks. 


A congressional committee sug- 
gests that “consideration could 
profitably be given by the beer 
and wine industries to the possi- 
bility of eliminating or curtailing 
their advertising over radio and 
television.” 

Then who would sponsor the 
baseball and boxing shows? 


The ANPA reports that news- 
print production has been running 
ahead of consumption so far this 
year, and so now maybe the mills 
will start selling the publishers, 
instead of vice versa. 


Magazine admen are. smart 
people. Now they’ve adopted the 
broadcasters’ technique of pub- 
licity photos of customers and 
agencies signing on the dotted line 
for important new schedules. 


“For 40 years,” says D. L. 
Kroehler, “we have been building 
our name and promoting national 
brand advertising in the home 
furnishings field. That’s why when 
Life began, we were among its 
first advertisers.” 

For Kroehler, 
forty. 


Life began at 


Harry Hershfield has the in- 
teresting task of helping to select 
“Miss Calendar Girl of 1955,” and 
is probably wondering whether 
Marilyn Monroe will be among 
this year’s entries. 


The movies have been scared to 
death of the competition of tele- 
vision, but when Jack Webb ap- 
peared at the Chicago Theater to 
introduce his new “Dragnet” film, 
attendance broke all records. 


* 

“Business paper editors use only 
20% of press releases sent them, 
Advertising Requirements says.” 

Considering the product, that’s 
a very healthy batting average. 

e 

“You’ll find children in 68% of 
all Modern Romances homes,” the 
ad reports. 

Proving that modern romances 


end just like the old-fashioned 
ones. 


Animated tv slides on films, says 
a supplier, “zoom, flash, spin, roll 
and burst!” 

And probably help the optical 
business no end. 


Since 1949, AA reports, “Kukla, 
Fran and Ollie” has “become noted 
for critical acclaim and sponsor 
shuffles.” 

When the customers don’t buy, 
the sponsor just shuffles off to 
Buffalo or elsewhere. 


Willie Mays has slowed up in 
home-run production to the point 
where Babe Ruth’s record is safe 
for another year. Perhaps Willie 


organ published by Grossfeld & Staff, | 


is saving the round-trippers for 
the world’s series. 
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The editorial and advertising power of THE 
INQUIRER gives you the right combination 
for opening the rich pocketbook of Delaware 
Valley, U.S.A.: a vigilant editorial policy that 
has won the confidence of the people in this 


ever-expanding area... a powerful advertising 


impact that has made THE INQUIRER FIRST 
in Total Advertising for 20 consecutive years. 


Use this combination to open the way to the 
multi-billion dollar Delaware Valley market 
...the world’s greatest industrial area. 
Schedule THE INQUIRER ... first! 


Che Philadelphia Bnguirer 


The Voice of Delaware Valley, U.S.A. 


Retail Sales Top 
National Average In 


DELAWARE VALLEY, 
U. Bs A. 


Retail sales 4.6% higher here than 
throughout the nation! Delaware Valley, 
U.S.A. (only 2.9% of U.S. population) 
accounts for 3.1% of total U.S. 
retail sales! 


Exclusive Advertising Representatives: 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


CHICAGO 
EDWARD J. LYNCH 


Andover 3-6270 


20 N. Wacker Drive 


Wes! Coast Representatives: 


DETROIT SAN FRANCISCO 
FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


GEORGE S. DIX 
Penobscot Bidg. 
Woodward 5-7260 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 

Dunkirk 5-3557 
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G. M. Williams Co., 


sb public relations consultant. 


Taylor & Greenough Adds One 
New Lon- 
don, Conn., has appointed Taylor 
& Greenough Co., Wethersfield, as 
advertising, sales promotion and 


Business Paper Success Story... 


silk screen printing! 


Originally, silk screen printing was 


% by hand process. Stencils, print- 
ing, racking for drying were all done 
manually. But now, thanks to science, 
stencils are cut photographically; print- 
ing, done on automatic presses. More 
than ever before, silk screen is the 
process for short run printing, from 25 


to 10,000 copies. 


fied telephone directory for 
printer nearest you. Published by 


science has mechanized 


If you aren’t using screen process print- 
ing now, you should try it! See classi- 
screen 


group of members of SPPA in the in- 
terests of silk screen printing. 


New York, Aug. 26—A Paper- 
Mate version of the ball-point pen, 
which the company prefers to de- 
ajscribe as its “silvered tip” model, 
has been successful in winning 
the approval not only of school 
principals, but of bankers—a no- 
table achievement, the company 
explains, because of the fact that 
early ball-point pens made a mark 
which could easily be picked up, 
transferred and perhaps crimi- 
nally misused. 

Paper-Mate Eastern, of New 
York, which handles sales in 70% 
a|of the country, makes this ex- 
planation of the pen to the banks 
through an ad in Banking: 

“A credit to any bank! Famous 
Paper-Mate pens, with Formula 
X-217 ‘Bankers Approved’ ink, 


Nod from Bankers Moves Paper-Mate 
Pens in Stores and Premium Marts 


now used in more than 5,000 
banks! Ideal for new account pre- 
miums, perfect for daily bank use. 
Miracle ink can’t transfer, smear 
or stain—won’t fade or svak out 
of paper. Push-button perform- 
ance, smooth, easy writing, make 
Paper-Mate America’s most pop- 
ular pens. Seven color styles. Un- 
conditionally guaranteed.” 


s Banking use is of course high- 
ly specialized—which bothers Pa- 
per-Mate not at all. Its trade pitch 
to bankers is only the windup of 
a long campaign in which the 
whole Paper-Mate sales organiza- 
tion turned its hand to converting 
the highly resistant banker field. 
Its goal: Testimonial support. 
True, since that long campaign, 


the bankers have capitulated in 
large numbers; in fact, many of 
them are offering the pens as pre- 
miums to attract new accounts. 
But Paper-Mate has its eyes on 
a much bigger market than fi- 
nance, namely, 
and premium field. 


In pitching for premium use | 
through the trade press, it does the e 
ball-point company no harm at all}: 


to be able to lodge in the lower 
right-hand corner “seals” of ap- 
proval by both bankers and school 


principals. (Paper-Mate conducted | | 


a similar drive several years ago 
to convert the school principals.) 


= Premiums are by no means the|' ! 
source of Paper-Mate)|’ 


only 


strength. The company _ goes 


straight to consumers with a $1,-|: 


000,000 annual radio and tv budget, 
supplemented by consumer maga- 
zines and heavy expenditures for 
cooperative advertising for the 
benefit of distributors. 

Altogether, Foote, Cone & Beld- 


ing, the Paper-Mate agency, han-|' 
dles about $4,500,000 in advertis-| , 


Spotlight your dealers 
in the ‘yellow pages’ 


You're bound to get more sales from your 


national advertising when people know 


where to buy your brand. 


eres fet t CLARK 
ei oe ROSS 
“WHERE TO BUY THEM” 


HAWK! NS. 
Lou-Nichots Corp 175 4 Ave....WAyne 3-4900 


Clark-Ross Fork Trucks; 


Bradford 36 Av D. FRanklin 4-3247 
SUPL Cc 
a CUster 6-3400 


Trade Mark Service in the ‘yellow pages’ of the 
telephone directory spotlights your points-of-sale 
wherever they are. It helps prospective buyers . 
find them—names, addresses, and telephone 
numbers—easily and conveniently. 


Then, you can localize your national advertising 
with a statement like “look in the ‘yellow pages’ of 
the telephone directory for the list of local dealers”. 


That's how Trade Mark Service puts your dealers 
in the sales spotlight . . . makes it easy for 
prospects to buy your brand. 


the whole gifts! ' 


- PaPer-MaTe 
PENS 


{ 
f with Formule X-217 
| 


“Bankers Approved” ink. 
Now used in more 


than 5,000 banks! 


your bank name or 
edvertising message. 
Write for discount 
and delivery 
information 


Advertiong Specialties Division 
Paper Mate Eastern, Inc 


New Yor IN Y¥ 


it 752 Boodwoy 
i oom Mate Goegane 

| i 8790 Moy cet, Culver City, Cablorme 
iv Paper-Mate of Canada 

13 265 Adelarde St. West, Toronto, Conode 
| 

| 

} 


} be... ~ oo ae = eel 


BANKER APPROVED—“A credit to any 

| bank” is the slogan for this ad de- 

signed by Paper-Mate to sell fin- 

\anciers on its “Bankers Approved” 
ink. 


ing for the line. 

| But premiums make up an in- 
|creasing portion of Paper-Mate’s 
untapped sources of revenue, es- 
pecially as the ‘“hard-sell” era 
Sends business firms flocking to 
|the premium houses. This empha- 
| sis is best reflected in the compa- 
/ny’s trade advertising schedule, 
/which encompasses just about 
every field amenable to large-scale 
‘premium purchasing, as well as 
retail sales. 

Along with two premium trade 
| papers—Premium Buyers’ Guide 
and Premium Practice—the list 
‘includes American Druggist, Bank- 
ing, Chain Store Age, Drug Topics, 
| Jewelers’ Circular-Keystone, Mod- 
ern Stationer, Retail Tobacconist, 
Sales Management and Tobacco 
Leaf. 


| 
| 
| 


# A lot of this advertising goes 
to promoting the product through 
the normal channels of retail dis- 
tribution; but a sizeable chunk of 
it also aims at moving pens in the 
swelling premium market, through 
the company’s Advertising Spec- 
ialties division, and under the slo- 
gan, “Win Friends, Influence 
Customers.” 

“The list indicates most of the 
lines in which distribution is most 
active,” commented David B. Kit- 
tredge, advertising manager. “The 
drug stores, cigar stores, chain 
stores and jewelery stores are 
among the leaders, and the use of 
Paper-Mate pens as premiums is 
so large that we keep the premi- 
um buyers informed regularly. 

“Department stores are also of 
increasing importance as retail 
outlets, and it happens that this 
group is the only one which we sell 
direct, due largely to the fact that 
the specialized wholesalers and 
jobbers who cover the other lines 
do not cover the department 
stores.” 


= One of Paper-Mate’s most suc- 
cessful bids for the premium mar- 
ket has come through the recent 
development of desk-set models. 
These are actively pushed in the 
advertising as suitable for gifts, 
with the plaque-like base bearing 
the donor’s company imprint or 
sales message a key feature. A 
“Jr. Executive” desk set, referred 
to as the newest member of the 
“friend-making, business-getting 
pen family,” is promoted both for 
gifts and (with a 24” chain) for 
hotel or bank use. 
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wd THE SPOKANE MARKET 
REALLY MAKES 
A DIFFERENCE 


Accepted as 

Home-Town Newspapers 
the Length and Breadth 
of the Inland Empire 
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Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, 
Detroit, Los Angeles, San Francisco, Atlanta. Color Representatives, SUNDAY 
SPOKESMAN-REVIEW, Comic Sections: Metropolitan Group. 


It’s one of the three 
Must Markets in the 
Pacific Northwest 


There are literally more than a million reasons why the Spokane 
Market makes a big difference in a Pacific Northwest—or any other— 
sales program . . . the 1,032,300 residents whose earnings and spending 
are above national averages. 


Still growing vigorously, the Spokane Market’s population climbed 
37% since 1940, as cormmpared with a 13% average increase in the five U. S. 
cities in the over-a-million class. During these 14 years, effective buying 
income of Spokane Market residents rose 162%, while retail sales jumped 
297%—as compared with average gains of 154% in spendable income and 
209% in retail sales for the five largest cities. 


Recognized as the nation’s top test market, the Spokane “Inland 
Empire” has since pioneer times developed as a unified and independent 
trading area in the geographical heart of the Pacific Northwest. The same 
qualities that make it best for tests make it a must for everyone who 
wants to really move merchandise and enjoy maximum sales in the 
Pacific Northwest. 


The easy way—the effective way—the economical way to put the 
Spokane Market on your better business list is through the two big 
home-delivered newspapers that are accepted as home-town dailies the 
length and breadth of the Inland Empire . . . The Spokesman-Review 
and the Spokane Daily Chronicle. 
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Direct Mail Volume Up 5.7% 


During the first six months of 
1954, an estimated $651,518,103 
was spent on direct mail advertis- 


ing, representing an increase of 
5.7% more than the $616,340,554 
expenditure during the corres- 
ponding period of 1953, according 
to the Direct Mail Advertising 
._ Assn. The estimated dollar volume 
") of direct mail advertising in June 


ame es) $98,874,122 for June, 1953. 


Lion Oil Buys Ziv Package 
| Lion Oil Co., El Dorado, Ark. 


™ (Ridgway 
/% bought the new 
“Archer” film series for airing in 


“| nine video markets in four south- 
ern and western ctates. This Ziv tv 
/package has now been sold in 
more than 70 markets. 


? SS Colonial Sugars Names Brown 

Ne - | Colonial Sugars Co., New Or- 

N “> leans, a subsidiary of Cuban- 

AU » American Sugar Co., has appointed 

f Carl S. Brown Co., New York, to 

“handle advertising for Colonial 

Pen, Oem Bee -| pure cane granulated, golden yel- 

— low, brown and confectioners pack- 
|aged sugars. 


: P am ere SS 
Represented Nationally by John Blair 


was $100,500,882, compared with 


Greyhounds, Horses Invade Woman's Page: Gre yhound Racing 


Ads Lure Fair Sex to Denver Race Tracks | 


DENVER, Aug. 24—The woman’s 
page is going to the dogs—and for 
that matter, to the horses, too. 

Those gals who for years have 


|considered the woman’s page as 


intimate as their boudoir are now 
finding it invaded by “grey- 


|hounds” and “ponies,” which are 
Advertising Co.), has|competing with cosmetic manu- 
“Meet Corliss) facturers for their dollars. 


It all started when attendance 
at the Mile High Kennel Club 
stopped increasing. The club’s ad 
agency, Ed M. Hunter & Co., 
thought the dog racing market was 
saturated until it decided to try to 
lure the fair sex to the track. 


= To supplement the track’s regu- 
lar ad program on the sports pages 
of the Denver Post and Rocky 
Mountain News, three-column by 
eight-inch insertions were placed 
on the woman’s pages of these pa- 


pers. 


The success of this ad venture} 
was shown by the fact that attend- | 
ance increased by 600 to 800 per-| 
sons a night and the handle jumped | 
more than $500,000 a night. 


® Bob Betts of Bob Betts Advertis- | 
ing Agency liked the idea so much | 
that he has started promoting his) 
client, the Centennial Horse Race) 
Track, with advertisements on. 
woman’s pages of the Denver Post | 
and Rocky Mountain News. The 
cartoon-type ads have boosted at-| 
tendance of women at the track by 
25%, and Thursday has now be- 
come “Ladies Day at the Centen- 
nial.” 

Most of the racing ads on 
woman’s pages feature fashionably 
garbed women. Copy refers to 
greyhound racing as “the sport of 
queens.” 

“You'll have an evening of 
frolicsome elation,” reads a typi- 


ADVERTISING MANAGER 
Richard K. Jones 
Crosley Broadcasting Corporation 


Ain A in a Series of Tributes to American Advertising 


From Crosley 
Broadcasting Company 
four-color advertisement 
appearing in U. S. 
News & World Report 


e nothing Works Gaike Wlantmanship 


Wrantmanship is as inside as an urge. It’s the Crosley Group's dynamic new dimension in 
selling. Typical of the Group, WLW.A, Adlant., not only creates the wants but also 
merchandises with you to the point-of-sold, Wantmenship explains why the Crosley Group 
makes more sales faster, at less cost, than any other medium or combination, 


ART SUPERVISION 
Lawrence D. Zink 
Ralph H. Jones Company 


iv CROSLEY GROUP 


Exclusive Sales Offices 
New York, Cincinnats, Dayton, 


Columbus, Atlanta, Chuage, Hollnwood 


PRODUCTION 


SUPERVISION 
Roger M. Hannaford 
Ralph H. Jones Company 


& WAST A. 


1 1984 The (reviey Broadcast ing Corporation 


vs 
yy 


@ black & white 
@) 


\ S 


© color process 
7 ~ for letterpress 


ENGRAVINGS 


QUALITY CONTROLLED TO PUBLICATION STANDARDS co, 


. ma’) « color offset 
CHICACO 4) reproduction 
fe) 


“18 938° 


JAHN & OLLIER ENGRAVING COMPANY 


Chicago's largest fine photoengraving plant... 817 West Washington Blvd., Chicago 7 + MOnroe 6-7080 
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The Gport of CQuoons 
TONIGHT 7:30 - 

You'll have an evening of frolicsome elation ~ 
@ your dogs finish “um the money!” The - 
crowds are always colorful and friendly! 
‘The music is gay! There are plenty \ 
of comfortable seats! Pari-mutuel ¢ 


al 


ers oe 


e 
Re 


WILE HIGH Key yey WS? 


cal ad, “as your dogs finish in the 
money. The crowds are always 
colorful and friendly! The music is 
gay! There are plenty of com- 
'fortable seats! Pari-mutuel wager- 
ing! Daily Doubles! Quinielas ev- 
ery race!” 


LADIES’ DAY—TOMORROW! 


Ladies FREE Every Thursday 
FREE Gate Admission—FREE Grandstand Seats 


PARI-MUTUELS—DAILY DOUBLE—QUINIELAS 


9 BIG RACES—POST TIME 1:30 


Fer Advance Reservations Phone Littleton 777 


CENTENNIAL Race Jrack 


MILES SOUTH OF OTN VI 


In addition to ads in Denver pa- 
pers, the Hunter agency is promot- 
ing the Mile High track with in- 
sertions in 20 weeklies and small 
dailies in this area, plus radio 
spots and an outdoor campaign. A 
newsletter, titled ‘“‘Rusty’s Ram- 
ble,” is sent out to 15,000 dog rac- 
ing fans between seasons. 


If you are concerned with ad- 
vertising, marketing, and sales 
you will want this dramatic 
presentation of the facts about 
the readers of Dun’s Review 
and Modern Industry. Write 
or call today. You will find this 
booklet valuable. 


DUNS REVIEW 


ind Modern Industry 


99 Church St., New York 8, WN. Y, 
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...we tip our hat to 


the New York News 


Yes ¢ @_@ you should be proud that 93 of the 100 leading general 


advertisers in newspapers in 1953 advertised in the New York News... 
and we know you can understand why we are so very, very proud that—of 


these 100 leading advertisers—95 advertised in The Indianapolis Star and 


The Indianapolis News. 


(Jap ¢ @ @ we could throw out our chest until the buttons pop. Not 
just because 95% of the country’s greatest advertisers ran in The Star and 
The News—but because these great advertisers have come to know and 
value the rich, buying market we cover. They have studied our average 
family income of $6,593—25.7% above the national average—and are telling 
their stories where they will be seen by men and women with $3,000,000,000 


a year to spend. 


You bet were proud! 


KELLY-SMITH COMPANY~+ NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR 


YOUR FIRST TEAM FOR SALES IN INDIANA 


THE INDIANAPOLIS NEWS A 
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BEST NEWS SHOW | BEST GARDEN PROGRAM FAVORITE VARIETY SHOW 


JACK ANGELL BY 38%* HOW DOES YOUR GARDEN GROW BY 150%* CLOSE-UP BY 131%* 
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BEST CHILDREN’S SHOW MOST POPULAR WOMEN’S SHOW MOST POPULAR WEATHER MAN 


NOONTIME COMICS BY 24%* DORSEY CONNORS BY 1900%* CLINT YOULE BY 240%" 


NE 8 OME Bll. gilt ‘ 
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* PERCENTAGE BY WHICH WNBQ PROGRAMS LEAD THE 
THE NEXT BEST LOCAL CHICAGO SHOW, ARB JULY ‘s4 


A Remarkable Faculty 


WNBQ’s remarkable faculty for enrolling the largest and loyalest TV audiences in the midwest, 
has made it the favorite Institution of Higher Earning for Chicago’s smartest advertisers. 


In other parts of the country WNBQ’s programming technique is known as “the Chicago school of television”, 
“Chicago-style TV” and “The most creative programming in television”. But in Chicago most people 
dial Channel 5 because the programs are local, “live” and livelier... and built around local personalities. 


This is the formula that developed such WNBQ graduates as Garroway at Large, 
Kukla, Fran & Ollie, Zoo Parade and Ding Dong School. It’s the reason why in Chicago WNBQ is the 
most imitated station, and the only TV station to have won the Variety Showmanagement Award. 
Little wonder that WNBQ is used by more advertisers than any other Chicago television station! 


You, too, are most likely to succeed on WNB Q a service of ) 


NBIC IN CHICAGO represented by NBC Spot Sales 
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Discount Directory Out 

Hoge, Farrell Inc., 699 Madison 
Ave., New York, has published the 
“National Directory of Discount 


Dealers.” The directory, which ac- 
cording to the publisher is the 
first such nation-wide listing, is 
priced at $9.95. 


Weiss & Geller Experts Prefer Godfrey's 
Grunts to Betty Crocker’s ‘Perfection’ 


CuicaGo, Aug. 24—The perform- 
er, not the program; the salesman, 
not the product; the consumer’s 
feelings, not her stated opinions— 
these are the foundations upon 
which Weiss & Geller bases its 
“human motivation” approach to 
advertising. 

The approach is outlined in a 
new brochure which the agency 
has issued in honor of its sixth 
year of operation in the tangled 
field of motivation research. The 
32-page booklet, titled “Increasing 
Sales Through Advertising Based 
on Human Motivations,” if it does 
little to clear away the under- 
growth, does manage to make the 
jungle look more attractive—and 
profitable. 

Most intriguing of the studies 
outlined was one concerning the 
best type of personality for ap- 
pealing to women via radio and tv, 
which might have been labeled: 


“Arthur Godfrey vs. Betty Crock- 
er.” The study was made last April 
when Weiss & Geller lined up eight 
social scientists, placed them in 
front of a tv set in a hotel suite 
and sat them down for 13% hours 
of analysis of video’s top commer- 
cial-deliverers. 


= The panel proceeded to vote 
hands down in favor of Godfrey’s 
eminently human “grunts” and 
“gurgles,” and against the authori- 
tative or “institutional” woman, 
whom it held to be too glib and too 
expert. As Mr. Weiss describes 
Godfrey (who sells for Toni Co., 
a Weiss client, among others): 

“His great effect is in playing 
down his smartness. He is relaxed, 
he doesn’t try too hard... There 
is never a danger that he will 
arouse feelings of competition in 
his audience, because he is ‘on 
their side.’ ” 


LviING’s Be Ellie © ‘Sater pa ‘is oni 138 | ides : 
of advertising from. 15] different advertisers. This is strong — 


alii Sad Sener ashi 
young Taian, LIVING meets the everyday problems of i 
ng homemaker audience —how to spend money wisely — 
py: to save money by ‘‘doing-it-themselves”’. Advertisers kno 
~ this. That is why they advertise in LIVING For Young Hor 


LI 


VING 


FOR YOUNG HOMEMAKERS 


Advertising Age, August 30, 1954 


Psychologically, says Mr. Weiss, 
the Godfrey program creates the 
illusion of the family structure— 
but with all family conflicts taken 
out, and with another important 
omission: “There is no mother in 
the Godfrey family. This gives the 
housewife-viewer the opportunity 
to fill that role.” 

Another thing in favor of God- 
frey, the panel found, was his at- 
titude toward the product. In con- 
trast to the “dictatorial certainty 
and air of perfection” which the 
social scientists attributed to the 
Betty Crocker types, Godfrey 
talked about the product as a man 
of the family might. 

By taking the role of the buyer 
and playing down the “super-per- 
fection” of the product, Godfrey 
was found to help answer the nag- 
ging middle-class feeling, “Am I 
good enough for the product?” 

“When he makes fun of the com- 
mercial, and at the same time ohs 
and ahs about the product, he 
projects the real feelings of the 
consumer,” Mr. Weiss explains. 

On the other hand, he observes, 
“The sterile efficiency expert sim- 
ply doesn’t appeal to anyone. She 


may hamper the sale rather than 
help it.” 


# Other applications of motivation 
research to sales, as cited in the 
Weiss booklet, include: 


@ A research discovery of “the 
connection between the little girl’s 
need for love and acceptance by 
the parents and her wish for curly 
hair” (for Toni Co.’s_ Tonette 
child’s home permanent). 


e A similar finding that premium 
offers should be tailored to the re- 
actions of the people they are of- 
fered to. Mr. Weiss cites the case 


of a company which offered nylon 


hose as a soup mix premium— 
and failed, largely because of the 
unsavory “feet in the soup” con- 
notation. 


e An argument that sales meet- 
ings would be more successful if 
they dropped the classic pattern 
under which a sales manager 
pumps his conceptions and en- 
thusiasms into an apathetic sales 
force. This ‘“‘teacher-school child” 
relationship is “humiliating” to the 
to the salesmen, says Mr. Weiss. 


AAAN Elects S. F. Agency 
Hoefer, Dieterich & Brown, San 
Francisco, has been elected to 
membership in the Affiliated Ad- 
vertising Agencies Network. 


A BIG. 2-STATE, —36-COUNTY MARKET 
Greatest — 
Retail Market 


between Richmond 
and Atlanta 


EFFECTIVELY COVERED 
BY ONE NEWSPAPER — 


The t Largest 
et alapiccitiamtenit 
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lean) mates 


selling job with Outdoor Advertising pulling, too. 


You ll do a much better Coolest drink 
under the sun 


‘ LIPTON 
ICED TEA 


It is seen repeatedly by nearly everyone in 
markets you want to reach and works effectively 


to lower the cost of delivering product impressions. 


LIPTON TEA uses this successful formula and is 


pre-eminent in its field. ASK YOUR ADVERTISING AGENCY ABOUT OUTDOOR ADVERTISING 


outdoor advertising reaches the most 
people — most often — at lowest cost 


THE STANDARD GROUP OF OUTDOOR ADVERTISING COMPANIES 


444 MADISON AVENUE, NEW YORK 22 
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‘Foote, Cone Names Prickett 
Harry Prickett has joined Foote, 
Cone & Belding, New York, as an) 
art director. He previously super- 
vised the production and promo- 
tion of the “Winky Dink Show” 
(CBS-TV), of which he was the 
originator. He also was formerly 
an art director of Cecil & Presbrey. 


OU AUCLECC 


our ADVERTISERS 


‘Photography Annual’ Out 

The fifth edition of the Photog- 
raphy Annual of Ziff-Davis Pub- 
lishing Co. made its appearance 
on the newsstands Aug. 26. in the 
five years since the first of the 
annuals was. introduced, more 
than 1,500,000 copies have been 
sold. 


7 eve achat service to all important toy outlets — 
© 98-page booklet on MARKETING and MERCHANDISING OF ToYs 
-@ GUIDE TO BUYING TIME—department stores, wholesalers and chains 
@ List of more than 300 FACTORY REPRESENTATIVES 


@ Direct mail bulletin, TIPS TO TOYBUYERS—featuring toy items manu- 
factured by advertisers in T&N. Mailed veegt o. 


epee in securing new toy ideas 
A BUYER'S GUIDE, more than 540 pages, published ‘annually 


Write for further information 


‘Brewer’ Names Van Precht 
American Brewer, New York 

has appointed William H. Van 

Precht business manager. Mr. Van 


CHCA 1 A Ma 


GET MORE EFFECTIVE 


NEW YORK 10, 200 Fifth Avenue 


Tel. ORegon 5- 1566 


ANGEL 1127 Wilshire Blyd. | 
vi . m4 Tel. MAdison 6-361! pevnaped of the New York sales 
force of P. Ballantine & Sons. 


ADVERTISING RESULTS IN 


TOYS ox 


NOVELTIES 


Precht has been eastern adver-| 
tising manager of Spirits, and a) 


“He must be a big space buyer. First thing he said was, 
‘The Daily Enquirer reaches the MOST WOMEN in Cincinnati?” 


LEADS IN CITY ZONE CIRCULATION + NO. 1 WITH WOMEN, TOO. 


You'd expect the Daily Enquirer—with its City . CITY ZONE CIRCULATION 
Zone leadership—to reach more women than any (MRS Daily Enquirer 136.275 
other Cincinnati daily. It does. Recent surveys > 

leave no doubt that more women not only read s41 Post 134,290 
but prefer the Daily Enquirer. Makes it your basic Times-Star 131,838 


buy, doesn’t it, among Cincinnati dailies? 


3 


Source: A.B.C. Publishers’ Statements, March 31, 1954 


Sunday Enquirer 215,219 
SOLID CINCINNATI READS THE CINCINNATI ENQUIRER 


MAURY ASH, v.p. and sales director 
of Gruen Watch Co., has been pro- 
moted to v.p. in charge of market- 
ing, advertising, sales and mer- 
chandising. Ralph E. Barrett has 
"| been appointed advertising direc- 


tor, replacing Henry Dorff, who 
has resigned. 


F ilm Re-Runs Boring 
to Summer Viewers, 


Survey Discloses 


New York, Aug. 26—Sponsors 
who scheduled re-runs of their 
regular shows as summer tv fare 
are incurring the disapproval of 
more than half of the television 
public. 

This was the finding in the case 
of six shows surveyed by Adver- 
test Research during July, 1954. 
Personal interviews were con- 
ducted with adults in 751 video 
homes in this area. 

Programs analyzed were: “Drag- 
net” (Liggett & Myers, NBC); 
“Groucho Marx Show” (DeSoto- 
Plymouth, NBC); “Four Star Play- 
house” (Singer Sewing, Parker 
Pen, CBS); “Our Miss Brooks” 
(General Foods, CBS); “Burns & 
Allen” (Goodrich, Carnation, CBS) 
and “Private Secretary” (Lucky 
Strike, NBC). 

Five out of ten persons inter- 
viewed disapproved of repeating 
past programs during the summer. 
Objections ranged from strong to 
mild. Some 4% of the respondents 
were greatly annoyed by the re- 
runs, referring to them in such 
terms as a “cheap trick.’ Another 
55% said they “just don’t like to 
watch a program over.” 

(This study did not go into the 
problem of how viewers liked re- 
peats of repeats, now being sched- 
uled for many film shows.) 


s Three out of 10 viewers, on the 
other hand, favored the re-show- 
ing of past programs, because they 
“enjoy seeing good programs more 
than once.” However, 30% also 
added that there was “usually 
nothing better on.” 

The chief advantage of re-runs 
was found to be that they give the 
audience a chance to catch shows 
missed the first time around. The 
main disadvantage of repeats, re- 
spondents said, was that they were 
“boring and repetitious.” 

Most popular among the pro- 
grams studied was “Dragnet,” with 
60% of the persons interviewed 
reporting that they had watched 
this telecast at some time in the 
summer run. “Burns & Allen” 
picked up the largest number of 
new viewers in the summer sea- 
son. 


Wells Organizations to JWT 
Wells Organizations Inc., Chi- 
cago church fund raising group, 
has appointed the Chicago office of 
J. Walter Thompson Co. to handle 
its advertising and public relations. 
Media list includes magazines, 
trade papers and newspapers. 


Oscar Katov Opens PR Office 
Oscar Katov has resigned as 

graphic arts director of the Chi- 

cago Sun-Times to establish a pub- 


Represented by Moloney, Regan and Schmitt, Inc. 


lic relations office at 100 W. Mon- 
roe St., Chicago. 
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Radioactive Testing 
Yields New Argument 
for Bendix Campaign 


CINCINNATI, Aug. 24—Tests on 
washing effectiveness made with 
the radioactive “tracer” method 
will form the basis of Bendix’ new 
automatic washer advertising cam- 
paign, proclaimed “the most highly 
competitive yet.” 

Crosley & Bendix Home Appli- 
ances division of Avco Mfg. Corp. 
said the tracer tests indicated that 
the Bendix Duomatic washer-dry- 
er removes soil in washing better 
than competing machines and also 
better than earlier Bendix models. 

The Bendix campaign, being 
handled by Earle Ludgin & Co., 
Chicago, will involve tv, magazines, 
newspapers, radio spots, direct 
mail, outdoor posters, and point of 
sale displays. The tv effort will in- 
volve joint sponsorship of both the 
Douglas Edwards newscast (CBS) 
and NBC’s “Home” show. 


s Sixteen magazines will carry 
the atom-tested Duomatic adver- 
tising. The ads will include spreads 
and pages in American Home, Bet- 
ter Homes & Gardens, Better Liv- 
ing, Ebony, Family Circle, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life, Look, McCall’s, Parents’ 
Magazine, The Saturday Evening 
Post, Small Homes Guide, Sunset 
Magazine, Woman’s Day and Wom- 
an’s Home Companion. 

So convinced is Bendix of the 
effectiveness of radioactive isotope 
testing that nuclear testing facili- 
ties have been added to its home 
laundry engineering laboratories, 
now being moved from South 
Bend to Cincinnati. 

The initial tests were undertak- 
en months ago by Nuclear Instru- 
ment & Chemical Corp., Chicago. 
Bendix engaged this company to 
devise the tracer tests. 


s In testing the machines, hun- 
dreds of swatches of cloth were 
impregnated with radioactive soil, 
making possible exact computation 
of their degree of dirtiness, using 
a specially designed Geiger coun- 
ter. After washing in Bendix and 
other machines, the swatches were 
again checked with the Geiger 
counter to find out how much of 
the radioactive soil had been re- 
moved. 

Success of the wash tests, Ben- 
dix declared, will now enable the 
industry to test more effectively 
in areas in which previous meth- 
ods produced inconclusive results. 
These areas include rinsing, ex- 
traction, draining, and the rede- 
position of soil after washing. 


NBC Film Division Claims 
Record with Package Sales 


NBC Film division claims an in- 
dustry record with the sale of its 
eighth show in more than 100 
markets. Carl M. Stanton, NBC 
v.p. in charge of the division, said 
no other video film syndicator can 
match this record. 

Last NBC film package to hit 
the over-100 class is “Inner Sanc- 
tum,” which is turning to tv after 
years as a radio show. Others on 
the list are “Dangerous Assign- 
ment,” 171; “Badge 714” (“Drag- 
net” re-runs), 166; the hour “Hop- 
along Cassidy” series, 146; ‘“Para- 
gon Playhouse” (re-runs of the 
“Douglas Fairbanks Theater’’), 
134; “Captured” (re-runs. of 
“Gangbusters”), 118; “Victory at 
Sea,” 111, and the 30-minute 
Hopalong Cassidy” show, 106. 


‘Nation’s Business’ Hikes Rate 

Nation’s Business will raise its 
b&w page rate from $3,300 to $3,- 
750 with the January, 1955, issue. 
The magazine said this is the first 
increase since January, 1951, “al- 
though the circulation guarantee 
has been raised since then from 
675,000 to 750,000, where it will 
remain.” 


Comet Using Newspapers 

Comet Rice Co., Houston, will 
use 840-line ads in 147 newspapers 
in 26 states next month to launch 
its back-to-school rice ’n franks 
recipe promotion. All point of sale 
material is printed to allow inser- 
tion of any brand name of frank- 
furters. Tracy-Locke Co. is the 
Comet agency. 


Lebhar Joins Newark Stations 
Bertram Lebhar Jr., who recent- 
ly resigned as director of WMGM, 


New York (AA, Aug. 23), has been 
named v.p. and director of sales 
for WAAT and WATV, Newark, 
N. J., effective Sept. 1. Mr. Lebhar 
is better known as Bert Lee, news- 
caster. 


Dr. Hegedus Joins Agency 

Dr. Peter P. Hegedus, former- 
ly in pharmaceutical publishing, 
has joined the copy and research 
departmént of Sudler & Hennes- 
sey, New York pharmaceutical ad- 
vertising agency. 


SLIDES cs FILM 


Start Using 
ANIMATED TV 


FULL OF ACTION! THEY ZOOM, 
FLASH, SPIN, ROLL and BURST! SEND US A 


FILMACK STUDIOS ;4t> ORDER! 


OUR s 
1323 So. Wabash Chicago, Ill. ERVICE! 


A PROGRESS REPORT 


At the turn of the year we pledged our organization to greater 


effort in.1954. Now, half-way through, a progress report seems 
in order. 


This year, GRIT’S 72nd, circulation has again reached a new 
all-time high. Our ABC Publisher’s Statement for June 30, 1954 
shows an average net paid of 754,252 copies each week. 


Advertising, too, has broken all records—21.9% higher than 
in the first six months of 1953, which was the biggest year in 


GRIT history. 


GRIT PUBLISHING COMPANY, WILLIAMSPORT, PENNSYLVANIA 
Represented by 


Today, more than ever, we are proud to be publishing “Small- 
Town America’s Greatest Family Weekly” 
more interesting . . 


GRIT continues its growth in Small-Town America. You, too, 


ixnetal 


PRESIDENT 


can grow there with us. 


. better edited . . . 
preferred by an ever increasing number of 
families in towns under 2,500 throughout America. If you’d like 
to see a recent copy please write me personally. 


Scolaro, Meeker & Scott — New York, Philadelphia, Detroit, Chicago 


Doyle & Hawley — Los Angeles, San Francisco 
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Media Credit Exchange Bows 


A. EE. Eiland, credj 
: i t mana 
Republic Publishing Co., og g Fag 


Flack Boosts Jay Garbutt 


Jay J. Garbutt with F 
y lack - 
beret Agency, Syracuse _ 
ine years, has bee 
art director, Peihieetccle: 


ANOTHER NEW IDEA 
aBiS 


salesmaker! 


...a daily oudience-partici- 
pation radic: show from the 
stage of Denver's famous 
Broadway Theotre. Prizes... 
Gifts...Fun for spectators 
and listeners. 


MON. thru FRI.—1 to 1:30 p.m. 


Genial Bob Lilly as M.C. 
Frank White, with music 


Connie Benac, KOA’s Food 
League Editor, with food tips. 


By participating, your prod- 
ucts get KOA’s impact in 302 
counties of 12 states. 


PLUS... 


@ Theatre lobby and stage 
display 
@ Sampling 
@ Product demonstration 
@ Promotion through recipes and 
leaflet distribution 
@ Brand name credit on daily 
movie trailers in two of 
the leading downtown 
Denver theatres. 


The KOA THEATRE PARTY 
will sell your product. An- 
other way to cash in on the 
KOA Food League with its 
year-round promotion plan. 


Covers the West.. » Seat/ 


ee + mn pa 


Boyd Coughlin Joins Harker 


illia 
in the! the San Francisco i 
s of 
thwest- | W. Harker & Aadistaia pls ay ee ope lg . 
z Sn-/ Scheduled for Bette eee seonene —e 
ctor of public re- 
} been assistant to 
‘Sean pie G. Mitchell, first president 
nad now chairman of Sylvania, 


a= ui Promote th 
Coughlin has joinea| ing tor “ — - cotton cushion- years with the com 


r Homes & Gar. lations. He has 


ard of Syl- Brudno & Baile 


tire Aug. 
8. 31 after seven vertising anq promotion 


Petroleum | 
Oe 


will be published 
monthly | 


beginning in November | 
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Durkee Uses Cartoon Ads 
Durkee Famous Foods division 
of Glidden Co., Cleveland, has be- 
gun a year-long advertising and 
merchandising program for Dur- 
kee’s Famous sauce using cartoons 
of George Price, contributor to 
The New Yorker and other publi- 
cations. The cartoon ad series be- 
gan in July and will continue for 
a year in Family Circle, Gourmet, 
Life, Look, The New Yorker, 
Sports Illustrated and Woman’s 
Day. Merchandising aids including 


shelf talkers and posters will be 
provided for dealers. Meldrum & 
Fewsmith, Cleveland, handles the 
Durkee account. 


Pet Milk Signs Godfrey, 
Wrigley Buys ‘FBI’ on CBS 
Pet Milk Co., St. Louis, will 
present the first quarter hour of 
“Arthur Godfrey Time” on an al- 
ternating schedule with Sta-Flo 
liquid starch, starting Aug. 31 at 
10 a.m., EDT. The contract with 
CBS Radio was signed through 


Gardner Advertising Co. 
Meanwhile, William Wrigley Jr. 
Co., which has been carrying the 
drama as a part of a saturation 
nighttime package, has bought 
“FBI in Peace & War” for a fall 
run on the same network through 
Arthur Meyerhoff & Co., Chicago. 


Edward Peck Named A.M. 
Continental Foundry & Machine 

Co., East Chicago, Ind., has ap- 

pointed Edward F. Peck ad- 


vertising and publicity manager. 


Formerly with the industrial adver- 
tising and promotion department 
of Westinghouse Electric Corp., 
Mr. Peck will headquarte> in Pitts- 
burgh, where Continental is es- 
tablishing an advertising, publicity 
and promotion office. 


Reichner Joins Agency 

Arthur Reichner, formerly head 
of the art department at S. Klein, 
New York, has joined Cavanaugh- 
Shore & Co., New York, as an art 
director. 


lo tolh rveadews and advertisers 


Such an indication of major changes in National Petroleum 
News’ publication policy is news... news about the oil industry 
as well as about NPN. It signals a growth in importance of oil 
marketing operations of such scope that a new kind of publi- 


cation service is required. 


For 45 years National Petroleum News has both led and 
followed the oil industry. In November it does so again. 
NPN’s decision to expand and intensify its service to 
the nation’s oil marketing management men at this time 
was reached after extensive and conclusive research 
among its readers and careful study of their changed 
editorial needs and preferences. 


The new NPN will be edited to serve those needs in 
today’s expanded, changing oil industry. 


The new National Petroleum News will be an idea 
and know-how publication to help oil marketers run 
their businesses and handle their jobs more effectively. 
It will serve its readers and its industry by concentrat- 
ing on these major subjects. 


1.) Ways to increase sales of oil products and the 
profits on those sales by more efficient merchandising 
and better methods of transportation and storage. 


2.) Ways to increase profits on associated products 
and services sold through oil marketing companies. 


3.) Better management methods, as applicable to 
the oil marketing industry. 


4.) Significant developments in technology, general 


business, governmental activities and other “outside” 
influences that affect oil marketing. 


National 


The new NPN will provide terse and interpreted in- 
dustry news, packaged in the forms found most useful 
and valuable to today’s oil marketing management men. 


Editorial planning will center on. getting the real 
meaning, the gist of the news and its significance across 
to the readers quickly and effectively. To that end, new 
presentation techniques will be employed, top impor- 
tance being accorded to editorial features based on 
thorough depth reporting of oil marketing subjects. The 
new NPN undertakes this expanded editorial service 
in November with the largest staff in its history. 


In brief, the new National Petroleum News will be for 
both readers and advertisers a better NPN. 


It will provide oil marketers with the kind of publi- 
cation service they want and need today. 


For advertisers selling to and through oil marketers, 
the new NPN opens new opportunities to profit by NPN 
advertising. The new monthly publication schedule, for 
example, makes it economically feasible for every ad- 
vertiser to be represented in every issue of NPN with 
stronger selling space. 


Details of the many advantages for advertisers offered 
by the new NPN are available from NPN’s advertising 
representatives or the publisher. The November issue ad 
forms close October 1. 


Petroleum 


A McGRAW-HILL 4D) 
PUBLICATION 


News 


Vv 


330 WEST 42ND STREET, NEW YORK 36, NEW YORK. 


“PIG IN 
A POKE” 


IT’S THE ONLY WAY 
OF KNOWING WHAT 
YOUR ADVERTISING 
BUYS IN THE RICH 
'NORTH SHORE 
MARKET! 


Represented by 
JOHNSON, K KENT, GAVIN 
and SINDING, Inc. 
Chicago — New York 
Boston — San Francisco 

Los Angeles’, 
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Along the Media Path 


e@ Institutions Publications, Chica- 
go, has put out what it calls a 

media file to end all media files,” 
and it may very well have a point. 
The file is in the format of Insti- 
tutions Magazine, but with a spiral 
binding which breaks in the center 
so that it can be folded to place in 
a standard-size folder. 

Besides regular material on edi- 
torial contént and readership of 
the magazine and Institutions Cat- 
alog Directory, there are three 
“open letters” at the end of the 
file telling ad buyers about the in- 
stitutions field, how to evaluate 
media in the field and how to ad- 
vertise to it. 


e WCCO, Minneapolis-St. Paul 
CBS Radio outlet, has released an 
18-page brochure, “The Saga of 
the Atomic Cracker Barrel,” ex- 
plaining the station’s ‘Positive 
Plus” merchandising program. The 
merchandising program is a coop- 
erative point of sale plan between 
WCCO and 115 Super Valu food 

ores in the station’s listening 
area. The brochure is being dis- 
tributed to advertisers and agen- 
cies by WCCO account executives 
and CBS Radio spot sales. 


e “On Target” sums up reader- 
ship of 15 ads “seen most” and 
“read most” in the February, May 
and June, 1958, issues of Hard- 
ware Retailer. The study was made 
for the magazine by Daniel Starch 
& Staff. Each ad is reproduced 
with indications of readership of 
the constituents of the ads, such 
as headline, captions, pictures, 


copy. According to the magazine, it 
is the first publication in its field 
to undergo a thorough readership 
study of this kind. 


e A special Christmas mail-order 
gift section—the first in McCall’s 
84-year history—will be featured 
in the magazine’s November issue. 
Deadline for this special gift sec- 
tion, which will appear only in 
the November issue, is Sept. 10. 


e The motor vehicle safety-check 
program, launched by Look in May, 
with the National Safety Council 
and the Inter-Industry Highway 
Safety Committee as co-sponsors, 
developed into the greatest auto- 
safety promotion in history, ac- 
cording to the Cowles publication. 

A total of 165 cities in the U.S. 
joined in the campaign and 664,961 
vehicles—more than six times the 
100,000-car goal set originally— 
were checked during May and 
June. 


e “It’s Christmas in July Again!” 
was the message on the card 
KLAC, Los Angeles, sent to adver- 
tisers and agencies, and outlining 
market data on its coverage area. 
To make sure the message stuck, 
the station sent along a sweater. 


e Agency time buyers who know 
their geography are getting a 
chance to win crates of Florida 
oranges in a new promotion con- 
test sponsored by WMMB, Mel- 
bourne, Fla. All they have to do is 
fill in a contest blank with names 
of 15 cities in the world whose 
names begin with an “M.” “Mel- 
bourne, Australia” has already 


Hitch Your Sales to a Pony And Watch Him Pull for You! 


What are you promoting . 
paste, dairy 
@ consumer item and children use it 


drugs, too’ 
products, candy? whatever it AY iris 


never believe the downright magnetic dates a 


of a 
have, 


parade . with 
ultimate in’ store- 


*‘Give-a-Pony” promotion. Free Ponies al 
and always will, lead the sales prom 


raffic st 


of 


Everything Complete... 
You're meaty to Go 


pan ge | 41 x 54 Posters . 
ae r 


on 
mite, too! You'll see here the 
imulation. 


A Pony is very inexpensive compared to the amount 
interest you will create with any other prize. 


. 3 color 14 x 38 streamers 
mats... 


cog <E oat # preparation. Ready for your 


page on state type of product or business you're 


planning a promotion for. . . 
One or a thousand available immediately. 
Get the full story today . . 


. write or phone 


Fashion Club Shetland Pony Sales Co. 


749 Rush St. + Chicago 11, Il. 


¢ DEL, 71-7566 


been written in on the first line. 
The oranges will be delivered to 
the winners in December. 


e@ Town & Country is distributing 
to its readers through its travel 
service department a booklet de- 
scribing all hotels and resorts ad- 
vertised or scheduled in its page 
during 1954. Over 90 hotels and 
resorts are represented—an in- 
crease of 20% over the number in 
the first booklet published six 
months ago. 


e Beginning with the September 
issue, Woman’s Home Companion 
introduces a new service section, 
“The Companion Way to Travel,” 
which will give readers informa- 
tion on all phases of travel from 
how to plan a trip to what to tip. 


e The Oct. 6 issue of Scholastic 
Teacher will contain a 24-page 
radio-tv handbook section, noting 
forthcoming shows for the fall and 
giving teachers suggestions for 
using these programs in their 
teaching. 


e The third annual joint sales 
promotion of Read Drug & Chem- 
ical Co., Baltimore, and The Sat- 
urday Evening Post has been 
scheduled for the 17-day period 
from Sept. 16 to Oct. 2. The pro- 
gram will deliver to Post advertis- 
ers of drug store products sold at 
Read’s a total of 850 store days of 
merchandising at no cost to Post 
advertisers, John F. Hunsicker, 
drug merchandising manager of 
the Post, said. 

The magazine is supplying each 
of the 50 Read drug stores in Bal- 
timore and surrounding areas with 
a complete kit of display materials 
for the “Post Recognized Values” 
promotion. Read will support the 
promotion with large-space news- 
paper ads and spot radio and tv 
anneuncements. 


e Seventy-five years of publish- 
ing history is interestingly summed 
up in “The Inside Story of The 
Farmer,” put out by Webb Pub- 
lishing Co., St. Paul. The booklet 
follows the history of the maga- 
zine from its founding in Fargo, 
N. D., in 1882 by Edward A. Webb 
through its present day operations. 


e The Milwaukee Journal has 
prepared a 68-frame film strip on 
“The Newspaper as a Tool of 
Learning.” The film strip was 
made following the success of the 
newspaper’s experimental pro- 
gram, started in 1939, to stimu- 
late the use of newspapers in 
classrooms. Some 126 Sauk Coun- 
ty, Wis., schools, using the Jour- 
nal’s textbook, “The Newspaper 
in the Classroom,” have been co- 
operating. The Journal is offering 
its film strip and a reference man- 


Advertising Age, August 30, 1954 


National Nielsen Ranking of Radio Shows 


Week of July 18-24, 1954 
All figures copyright by A. C. Nielsen Co. 


Current 


Program 


EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 


1 People Are Funny (Amana, CBS) 
NBC) 


Dragnet (Liggett & Myers, 


Best of Groucho (DeSoto-Plymouth, NBC) 
Gunsmoke (Liggett & Myers, CBS) 


Nick Carter (Scholl, MBS) 


Two for the Money (P. Lorillard, CBS) 


One Man‘s Family (RCA, NBC) 


My Little Margie (Philip Morris, CBS) 
Official Detective (R. J. Reynolds, Lemon Products, MBS 


2 
3 
4 
5 
; FBi in Peace & War (P&G, CBS) 
8 
9 
0 


EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 
News of the World (Miles Laboratories, NBC) 


Vv 
1 
2 One Man’‘s Family (Toni, NBC) 
3 


Silver Eagle (General Mills, ABC) 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) 
Romance of Helen Trent (Monday, Wednesday & Friday, 

American Home Products, CBS) 
Our Gal, Sunday (American Home Products, CBS) 


— 


Ma Perkins (P&G, CBS) 


Road of Life (P&G, CBS) 


Young Dr. Malone (P&G, CBS) 


This Is Nora Drake (Bristol-myers, CBS) 


Arthur Godfrey (Nabisco, CBS) 


Perry Mason (P&G, CBS) . 


Arthur Godfrey (Nabisco, CBS) 


Guiding Light (P&G, CBS) 


SCWOMANOUA WH 


— 


Stella Dallas (Sterling Drug, NBC) 


won=—> 


Y, SUNDAY, (AVERAGE FOR At! PROGRAMS) 
The Shadow (P&G, R. J. Reynolds, MBS) 
Cecil Brown Commentary (State Farm Mutual, MBS) . 
Lorne Greene (Credit Union National Assn., MBS) 


D. 


> 


oOn— 


Y, SATURDAY (AVERAGE FOR AL PROGRAMS) 
Stars Over Hollywood (Carnation, CBS) 
City Hospital (Carter Products, CBS) 
Allan Jackson & the News (General Metors, CBS) 


*The percentage of homes reached (‘Nielsen-Rating”) may be determined by com- 
paring the total number of homes reached with 46,646,000, the 1954 Nielsen estimate of 


total U. S. radio homes. 


ual to go with it to other inter- 
ested newspapers. Those _inter- 
ested should contact C. R. Conlee, 
promotion manager. 


e U.S. News & World Report this 
month released a 40-page bound 
book, “The Preferred Reading of 
the People Who Spark America,” 
the result of the first two years of 
a continuing research project. The 
basic purpose of this project is to 
determine how key leaders in 
business, industry, government and 
the professions read and rate six 
of their information sources: 
Business Week, Fortune, Nation’s 
Business, Newsweek, Time and 
U. S. News. Copies of the book 
may be had by writing the U. S. 
News market research division, 30 
Rockefeller Plaza, New York 20. 


e Department of New Laurels: 
Advertising linage in the Sep- 
tember American Girl is 41.2% 
higher than in September, 1953, 
and space for the year to date is 
13.8% over last year. 
Better Living’s July advertising 


revenue reached a record high 
this year, showing a 28% increase 
over the same month in 1953 and 
108% above July, 1952. 

Gross operating revenue of Cur- 
tis Publishing Co., Philadelphia, 
for the first six months ending 
June 30, 1954, was $88,548,673.73, 
as compared with $87,568,296.36 
for last year. Net earnings were 
$3,728,240.81 for the first half of 
this year and $2,750,173.55 for 
1953. 

Advertising revenue of the Sep- 
tember Scientific American has 
set a new record for a single issue 
of this magazine. Net advertising 
revenue for this issue is $143,800, 
representing about 118 pages of 
advertising bought by 171 com- 
panies. 


Byko Distributes Dutch Beer 

Byko Inc., 15 W. 44th St., New 
York, has been formed to distrib- 
ute d’Oranjeboom Ob beer in 
selected U. S. markets. The beer is 
being imported from Holland. 
Ralph H. Jones Co., New York, 
is the agency. 
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What makes a newspaper great? 


“WAIT HENRY...YOU'LL NEED THIS 
FOR THE MAPLE PLAIN 
WATER CARNIVAL!" 


Got a dull week-end in prospect? 
The Elmore, Minnesota, Saddle Club 
invites you out for a Goose Grab fol- 
lowed by a brisk game of musical 
chairs on horseback. Bring your own 
goose. 


Or maybe you’d prefer the 92nd 
annual Stiftungsfest at Young Ameri- 
ca, Minn. Nobody can quite explain 
what a Stiftungsfest is, but if Daryle 
Feldmeir says you will enjoy it, you 
probably will. 


Feldmeir, conductor of the Minne- 
apolis Sunday Tribune’s “Your Week- 
end”? column, is a man who cannot 
abide stay-at-homes and stick-in-the- 
muds. Just settle yourself for a couple 
of days of quiet domesticity, and Feld- 


meir feels a compulsion to pry you 
loose, gas you up and get you out on 
the open road for a round of clam- 
bakes, lawn socials, centennial pag- 
eants and miscellaneous get-togethers 
scheduled throughout the 3% state, 
224-county area called the Upper 
Midwest. 

A former church reporter of gre- 
garious bent, Daryle Feldmeir is adept 
at nosing out small town doings and 
big town events that promise family 
fun. His weekly half-page in the Sun- 
day Tribune’s feature section is a 
combination bulletin board and social 
calendar that teems with things to do, 
places to go and sights to see in one of 
America’s most fascinating and color- 
ful regions. 


Come Kolacky Day at Montgomery, 
Minn., thousands of Minneapolis Star 
and Tribune readers turn up to chomp 
Czechoslovakian pastry at Feldmeir’s 
mouth-watering reminder. His nomi- 
nation for Scenic Drive of the Week can 
create bumper-to-bumper traffic on 
some of the loneliest, loveliest stretches 
of back-country road. His recommen- 
dation of a newrestaurant,camp meet- 
ing or volunteer firemen’s carnival can 
produce turn-away business. 


And for those who stubbornly refuse 
to budge from the easy-chair despite 
Feldmeir’s blandishments, he makes 
things lively around the house with 
so many tips on home repairs and 
how-to-do-its that in sheer self defense 
work-dodging males are happy to pack 
up the wife and kids and get out of 
town for the week-end. 


Like most of the unique features in 
the Minneapolis Star and Tribune, 
‘Your Week-end”’ has grown from an 
editor’s brainchild into a best-read 
column in the Upper Midwest’s best- 
read newspapers. . . another example 
of the conscientious devotion to all of 
the interests of all readers which earns 
for the Minneapolis Star and Tribune 
the enthusiastic acceptance of one of 
the nation’s largest newspaper audi- 
ences. 


Minneapolis 
Star zxd Tribune 


EVENING MORNING & SUNDAY 


620,000 SUNDAY - 485,000 DAILY 


JOHN COWLES, President 
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Business Paper Success Story... 


Maidenform ‘Dream’ Ads Get Gay for 
Low-Pressure Business Paper Series 


New York, Aug. 25—Strongly| Both business-paper and con- 
established in the women’s mar-|sumer copy are prepared by Wil- 
ket through years of successful liam H. Weintraub & Co., which 
design and merchandising, Maiden has handled the Maidenform ac- 
Form Brassiere Co. has found it} count since 1949. 
very much worth while to adopt Perhaps the chief alteration in 
a light touch, for the simple pur-|the business paper “I dreamed” 
pose of keeping favorably before series is not in the copy but in 

its audience—whether merchants | the illustration. In place of the se- 

or wearers—the name and char-| ductive dream-photos of the Maid- 

iv acter of the Maidenform line. enform girl with her bra scrupu- 
This proved so effective in a|lously displayed, the corset trade 

campaign which ran during 1952/is entertained with fine-lined and 

and 1953 in the company’s busi-| whimsical Doty cartoons. 

Sample copy adaptations for the 

light cartoon touch: 

“I dreamed they made a daisy 

chain to my Maidenform counter.” 

(May.) 

“I dreamed there were fireworks 


a “WIZ S 7S AVY 
a . ‘ 


at my Maidenform counter.” 
(July.) 

“I dreamed Columbus discov- 
ered my Maidenform counter:— 
But even the man who discovered 
the world was round never 
dreamed of curves like these!... 
No wonder Maidenform means 
more to me than the gold Colum- 
bus was searching for—it’s the 
largest selling bra on _ earth!” 
(October.) 


= Some of the copy was done in 
verse, which is by no means usual 
in business-paper copy. For ex- 
ample, the copy about the dream 
visit of Santa to “my Maidenform 
counter” ran as follows: 


“Twas the night before Christ- 
mas, and all through the 
store 

Late shoppers were swarm- 
ing—when through the front 
door 

Bounced fat, jolly Santa, his 
face wreathed in smiles! 


Toward my counter he came, 


through the store’s crowded 
aisles— 

And while I stood watching, 
amid ‘ohs’ and ‘ahs,’ 

He opened his pack—filled 
with Maidenform bras! 

All my customers noted their 
fabric so fine, 

Their lines so curvaceous, 
their fit so divine, 

And all in a twinkling, while 
Santa stood there, 

My Maidenforms vanished— 
the counter was bare— 

But I heard him exclaim, as he 
vanished from sight, 

“Merry Maidenform sales to 
you all, and good night!” 


Basic idea in this series, which 
gave the sometimes too serious 
pages of the business papers a de- 
cidedly lighter touch, was on the 
one hand to present humorous in- 
terpretations of a sales stiuation, 
and on the other to carry out the 
plan of using minimum copy with 
minimum “sell.” This approach 
has been used steadily in the com- 
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pany’s business-paper advertising. 
As Dr. Joseph A. Coleman, the 
advertising manager put it: 

“This central idea in our busi- 
ness-paper advertising helps us to 
do what we most want to do—to 
remain as much of a fixture in the 
trade as in the esteem of the wom- 
en of the country. 


= “As a leader in the field, he 
added, “the company has been an 
active advertiser in the magazines 
reaching women from the teen- 
ages on; and we regard the busi- 
ness papers reaching our dealers 
as an important part of the team 
and entitled to corresponding cred- 
it for our success.” 

Second covers are regularly 
used in Corset & Underwear Re- 
view, and the average once-a- 
month insertion if Women’s Wear 
Daily is in one of the Thursday 
issues in which a section is regu- 
larly devoted to corset and bras- 
siere news and features, 

As might be expected from such 
a “non-aggressive” sales approach, 


i \ = 
ire» 


£ draneed Cctentes Geommned m maidenform coustert 


Gren the can che Genie ho weld on cena 


how Ma.dentorm holds them, mol 's them, gives them the 


never doomed of curves lhe these! And 


ears more to me than the gold Columbus was 


PERSISTENT—One of the most persis- 
tent promoters of a single ad 
scheme—both to consumers and 
to the trade—is Maidenform. Like 
many of its companions, the “Co- 
lumbus” theme above was used in 
trade papers a couple of Octobers 
ago, and is scheduled again for this 
October. 


ness-paper list, that it has been 
continued indefinitely. 

In the original campaign, which 
ran in Corset & Underwear Re- 
view, Department Store Econo- 
mist, Merchant’s Trade Journal 
and Women’s Wear Daily, the com- 
pany’s usual list, the idea was car- 
ried out of using the same “I 
dreamed” introductory headline as 
that which became famous in the 
consumer advertising. The copy 
and the rest of the head were dif- 
ferent in the women’s magazines 
and the business papers, but the 
“I dreamed” part of headline and 
illustrations were the same. 


.. Mote # 


PUCK. tne Comic Weekly 
SELLS the U.S. 
LTIMORE for example 


a 
YOUR HIGHNESS ---PUCK, THE 

COMIC WEEKLY IS CARRIED BY 
THE BALTIMORE-AMERICAN 


P 
AMAZING /--- AND 

THERE'S PLENTY MORE 

COVERAGE IN THE 


TO MORE THAN 58% 
THE ABC ciTy ZONE 


es FAMILIES. 


OF 


RICH SURROUNDING 4? 
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Me CONSOLIDATED 


SERVES EVERYBODY who 
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oa 


( WE MEANS THAT aH 
322,000 FAMILIES 
SEE US 


BALTIMORE -AMERICAN 


IN THE 


AND THEY READ 
PUCK AND Buy 


SUNDAY. 


wants facts--men, women, Busi- 
ness firms, Banks, Factories, 
Air and Steamship lines, Rail- 
roads, Hotels, Advertising 
Agencies, Fashion Centers, 
Foundations, City, State and 
Federal Governments, Colleges, 
Universities, Trade Associations, 
Labor Unions, Civic Groups, 
Clubs, and many others... 
quickly, thoroughly, confi- 
dentially—at little cost. 


PRESS 
CONSOLIDATED siirpins surcaus 
431 SOUTH DEARBORN STREET, DEPT. 12 

-  e PHICAGO'S, ILLINOIS 


170 FIFTH AVENUE, NEW YORK 10, N. Y. 
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the Maidenform line is a stable 
one, well supported by customer 
acceptance—there is a report of 
one dealer re-ordering one partic- 
ular model 80 times. There are, 
of course, new designs from time 


tive put it,” there are no 90-day 
wonders.” 


Shaw Moves, Names Fisher 

John W. Shaw Advertising, Chi- 
cago, has moved into larger quar- 
ters at 51 E. Superior St. The 
agency has appointed Herb Fish- 
er, formerly with Leo Burnett Co., 
Chicago, as director of research, 
and has added Jory Graham to the 
creative division. Miss Graham 
formerly was with Needham, Louis 
& Brorby, Chicago. 


John Lorick Named A.M. 

John T. Lorick has been named 
director of advertising and sales 
promotion of Congoleum-Nairn, 
Kearny, N. J. He has been promo- 
tion manager for the company’s 
Gold Seal division. 


‘Time’ Finds Mine 
Run Exec’s Family 
Has $10,000 Income 


New York, Aug. 24—The aver- 
age family income of industrial 
executives is $10,128 a year, ac- 
cording to Time. 

Preliminary results of the long- 
term survey of the 2,500,000 ex- 
ecutives who manage U. S. indus- 
try, however, also show that about 
67% of the respondents place 
their total family income between 
$5,000 and $9,999. 

The magazine’s study is based on 
22,000 returns from a mailing to 
55,000 executives. It covers age, 
income, education, nature of ex- 
ecutive jobs and, of course, their 
magazine reading habits. 

The survey, conducted by Erdos 
& Morgan Research Service, even- 
tually will provide a sample of 


management. 
While 49% of the respondents 


said they 
100,000 key men in all areas of) 


reported income to be $7,500 or 
better, 51% said income ranged 
from $3,000 to $7,499. Of this 51% 
there were 5% who said income 
was $3,000 to $4,999 and 42% who 
said income was $5,000 to $7,499. 

Of the 49% with income above 
$7,500, 25% said the figure ranged 
from $7,500 to $9,999. Another 15% 
reported the range to be $10,000 to 
$14,999. The remaining 9% re- 
ported income between $15,000 
and $25,000 or better (5% get 
between $15,000 and $24,999 while 
4% reported $25,000 or more). 

Executive ages were reported 
like this: 41% are under 35; 28% 
are between 35 and 44; another 
25% are between 45 and 59; while 
6% are 60 or over. Better than 
80% went to college (57% gradu- 
ated). 

The study further indicated that 
respondents read an average of 4.5 
magazines regularly. Most (54%) 
read Life regularly; 
40% said Time; 33% said The 
Saturday Evening Post. Then 
came Better Homes & Gardens, 


18%; Newsweek and Collier’s 17% | 
Geographic and)| 


each; National 
U. S. News & World Report 14% 
each; Look with 12% and Business 
Week and Fortune with 11%. 
Other magazines were read reg- 
ularly by less than 10% each. 
Publisher James Linen said the 
“industrial market” covered by the 
survey included all companies in 
mining, manufacturing, transpor- 
tation, public utilities and com- 
munication, banking and finance, 
insurance and in business service. 
The executives included are 


personnel of these companies, 
classified by the U. S. Census as 
managers, officials, proprietors, 


professional, technical or all those 
above the rank of foreman. 

The next phase of the Time 
study will be released some time in 
1955. It will cover half of the in- 
dustrial market composed of com- 
panies with fewer than 1,000 em- 
ployes. The current study is based 
on returns from executives in com- 
panies employing more than 1,000 
workers each. 
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ADVERTISERS, DAGWOOD. 
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PUCK’S NATIONAL 
CIRCULATION 
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The Only NATIONAL Comic Weekly 
63 Vesey St., N.Y., Hearst Bidg., Chicago, Hearst Bldg., San Francisco 
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accounting for 42% of all U. S. retail sales 
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|Gernsback Publications Elects 

Mr. Harvey Gernsback, v.p. of 
Gernsback Publications Inc., New 
York, has been elected president of 
the corporation. He succeeds his 
father Hugo Gernsback, founder 
and president, who has_ been 
elected to the new post of chair- 
;man of the board. 


JUST ASK FOR MARIE: 
Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, maimeograph, addressing or 
mailing job. Quick pick-up an 
livery, fast and accurate work, plenty 
of experienced personnel, char 
alw: in line. THE : 


Inc., 431 S. Dearborm St., Chicago 5. 


‘Now in our 25th successful year.) 


You'll find the vast, influential, 
school market tremendously impor- 
tant in selling school supplies and 
equipment, travel, or public ap- 
proval of business or industry. 

Send for free 8-page booklet, 
‘NO! said the teacher,” and dis- 
cover how one million teachers and 
30 million kids can give your selling 
effort a big lift. 


State TEACHERS 
Magazines 


307 N. Michigan Avenue 


Chicago 1, Illinois 


ANIMATION—Walt Disney (center) discusses his forthcoming show, 
“Disneyland,” with J. B. Huntress (right), Nash Motors advertising 
manager, and R. E. Kintner, president of the American Broadcast- 
ing Co. television network. Nash will co-sponsor the show (AA, 
July 5), which begins Oct. 27, combining live production with ani- 
mation (AA, July 5). Nash also will co-sponsor “Saturday Night 
Revue” on NBC-TV for four weeks beginning late in August. Geyer 
Advertising is the agency. 


ceding 46 years, the Times-Star carried more retail 


Cincinnati’s biggest Super Market is the Times-Star. During the first six months of ’54, as in the pre- 


grocery linage than any other Cincinnati newspaper. 


NATIONAL REPRESENTATIVES: O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, DETROIT, LOS ANGELES, SAN FRANCISCO 
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Toymakers Foresee 
$1 Billion Sales 
Record This Year 


NEw York, Aug. 24—Moved per- 
haps by reports that the toy busi- 
ness is having a rough time of it 
this year (AA, Aug. 16), the Toy 
Manufacturers of the USA Inc. has 
issued a report of its own in which 
it foresees a record billion-dollar 
sales figure for 1954. 

The association, which says its 


members produce 80% of all 
American-made toys, based its 


forecast on a nationwide survey of 
manufacturers, retailers, banks 
and other commercial sources. 
While it produced no over-all 
figures on toy sales to date, the 
survey did find that “in some man- 
ufacturing quarters” business was 
ss much as 12% ahead of the 
record year of 1953. Some toy 
plants have established night shifts 
to keep abreast of orders, it said. 


s Earlier reports have had it that 
toy sales are down 20-30% for the 
first six months of this year, but 
the association cited Federal Re- 
serve Bank statistics to the effect 
that, of 61 department store items 
checked over the past six months, 
only 11 were on the plus side of 
the sales picture—among them 
toys. 

Statements in the report by par- 
ticular manufacturers tended to 
show that the trade is looking for- 
ward eagerly to the Christmas sea- 
son, during which a slow-to-mid- 
dling summer sales record would 
be more than compensated for. 
One reason for the toymakers’ 
confidence: An increasing birth 
rate which saw 4,000,000 children 
born during 1953—the majority 
scheduled to have their first ‘‘real’” 
Christmas this year. 


Taylor-Reed Introduces 

E-Z Pop in Eastern States 
Taylor-Reed Corp., Glennbrook, 
Conn., has appointed Cunningham 
& Walsh, New York, to handle ad- 
vertising and publicity for E-Z 
Pop, an instant popcorn now being 
introduced in 18 eastern states. 
Originally marketed this past 
spring in Detroit, E-Z Pop comes 
in its own foil popper-package 
which is placed directly on the 
stove. As the popcorn pops, the 
package expands into a_ bowl- 
shaped serving dish. 

Advertising will include daily 
newspapers, television spots, audi- 
ence participation programs and 
demonstrations in department 
stores, groceries and other outlets. 
The first year’s budget is reported 
to be about $250,000. 


Oil Institute Sends Proofbooks 

Proofbooks containing 52 ad- 
vertisements have been distributed 
to all daily and many weekly 
newspapers throughout the U. S. 
by the American Petroleum Insti- 
tute to help in making up special 
sections or editions during Oil 
Progress Week, Oct. 10 to 16. 
Clipsheets of feature stories are 
also available for newspaper use, 
and spot announcements have been 
prepared for use by radio and tv 
stations. 


Plan Liquor Ad Ban Vote 


A proposal to forbid liquor ad- 
vertising on television between 8 
a.m. and 10 p.m. may be placed on 
the Washington state ballot in 
November. The proposal, advo- 
cated by the Washington Temper- 
ance Assn., was filed with the 
secretary of state earlier this 
month. To go on the ballot, the 
proposal must have 50,000 valid 
signatures. 


Whinnem Named Art Director 


J. George Whinnem, formerly 
with John C. Dowd Inc., has joined 


Shattuck & Clifford, Boston, as art 
director. 
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Department Store Sales... 


Weekly Sales Are Same as Last Year 


WASHINGTON, Aug. 26—Depart- 
ment store sales in the U. S. during 
the week ended Aug. 21 showed no 
change, compared with the corres- 
ponding week of 1953, according to 
the Federal Reserve Board. 

Reports indicated that response 
to furniture promotions was better 
than had been expected. Rugs, car- 
pets and tv sets were selling well, 
and volume was also up in soft 
goods lines. 

Sales were down during the 
Aug. 21 week in the East. Sales 
declines included: Philadelphia 
district, 10%; Cleveland district, 
6%; New York district, 2%, and 
Boston district, 1%. With the ex- 
ception of the Richmond district 
with a 1% decline and Chicago 
with a 2% drop, the remainder of 
the country reported sales ahead 
of 1953 or on a par with last year. 

Sales from Jan. 1 to Aug. 21 
were 3% behind the corresponding 
period of 1953. 


Department Store 


Sales Barometer 
Change from 1953 


0% 
—3% 
Week Jan. 1 
Ended to 


Aug. 21, 1954 Aug. 21, 1954 


% Change from ’53 


Week Ended 
Federal Reserve Aug. Aug. 
District, Area, and City 7 14 
UNITED STATES. ......:ccc0:c00008 0 +1 
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Cities 


TREE CTT +9 

Providence .............. 0 
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New York-N.E.New 
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Washington 2 
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Oakland City + 3\ campaign. Media schedule includes | 
oon Se re movie and women’s magazines, | 10,000 EAGLECOLOR POSTCARD 
Salt Lake City ccc —3 —2|newspaper supplements, radio, PACKAGE FOR $170 
Sea res +3 + 8|television and Canadian media. (much less in larger quantities) 
SPOKAane™ orceeescecsssssssseseeeessoseees —1l —6 Give your products the smash of 
a Se +! —*) Forms Foreign Department this “new” advertising plan. Let 
*—Data not available. Mahoney & Howard, New York,|| ¥s take care of yerivewen | from 
omens has formed a foreign advertising amg 8 ae oa bg 
department to adapt copy, pro- 7 
Para Labs to Huber Hoge duction, and media to again tes — = Oe eee 
Para Laboratories Inc., New/diences here and abroad. Peter 4-COLOR ADVERTISING 
York manufacturer of Queen|Sebastian is in charge of the de-| 
Helene beauty products, has ap-|partment assisted by Pierre Deb, Eagle pS, rene 
pointed Huber Hoge & Sons, New/who until recently operated his 
York, to handle its fall advertising' own agency in Lebanon. i] °S® &. Sane Gnaye. 5, FF 


A recent independent survey* 


reveals 


arvana 


ee re 


37% of all Houston subscribers 


who have their paper carrier-delivered 
read the Chronicle EXCLUSIVELY! 


the Chronicle has more EXCLUSIVE 
subscribers in Houston,who have 


their paper carrier-delivered than 
BOTH other newspapers COMBINED! 


FOR THE READER—the Chronicle has such a well rounded, complete 


o wticem™ 


probat 


isa 

saying that 

applies, 

in a complimentary 
way, to the craftsmen 
in our shop. 

It means, 

The work 

proves the 
workman. 


newspaper that 37% of all subscribers in Houston who have their 
paper carrier-delivered, find that the Chronicle alone fills the bill 
completely. 


FOR THE ADVERTISERS—if by chance you run an ad that is not in 
the Chronicle you automatically exclude 37% of Houston's carrier- 
delivered circulation. 


The Survey Report Shows 
Exclusive and Duplicate Circulation os & follows: 


*Conducted as an 
independent study 
by the Bureau of 
Business Research, 
of The University 
of Houston, 

March, 1954 
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Consecutive Years 
of Leadership in 
Advertising and 
Circulation. 


THE HOUSTON CHRONICLE 


JESSE H. JONES, Publisher 


R. W. MeCARTHY, Advertising Director 
JOHN T. JONES, Jr., President 


M. J. GIBBONS, National Advertising Mgr. 
THE BRANHAM COMPANY —National Representatives 
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‘National Petroleum News’ 
Will Become a Monthly 


National Petroleum News, New 
York, a weekly publication since 
1917, will become a monthly be- 
ginning in November. The maga- 
zine, which was acquired by Mc- 
Graw-Hill Publishing Co. last 
year from National Petroleum 
Publishing Co., “will stress news 
interpretation and will concen- 
trate entirely on serving the in- 
formation needs of the marketing 
branch of the oil industry,” ac- 
cording to publisher Harry L. 
Waddell. 

Originally brought out as a 
monthly in 1909, the publication 
shifted to a weekly basis eight 
years later. Its final appearance 
on the present schedule will take 
place with the issue of Oct. 27. 


Cunningham Joins Agency 

John Cunningham, formerly as- 
sistant art director of Household, 
has been appointed to the staff of 
Smithson, Wyman & Withenbury, 
Cincinnati. 


In a true sense, each of the 
305,837 families receiving 
The Cleveland Press has a 
voice in its editing. While 
some may never write a “Let- 
ter to the Editor,” a good 
cross-section do, and these 
take an important seat at all 
editorial conferences. So do 
the casual everyday conver- 
sations of the people with 
reporters and editors. 


This means that The Press 
is Cleveland, and Cleveland 
is The Press. This newspaper 
has become a leader of pub- 
lic opinion because it has 
grown with public opinion. 
Its willing ear has earned its 
right as a respected voice. 


Of, by, and for the people 
means a good newspaper. It 
also means more results for 
advertisers because people 
naturally buy more out of a 
paper close to them. In the 
Cleveland area, this means 
the 7-out-of-10 families who 
daily read — 


ip 
Cleveland 


- Press © 


Industrial Ad Group Flects 

The Industrial Advertising Assn. 
of New York has elected officers 
to serve until June 30, 1955. They 
are John Lucas, an account execu- 
tive of Hazard Advertising Co., 
lst v.p.; Richard Giovine, an ad- 
vertising manager of Commercial 
Solvents Corp., 2nd v.p.; C. Gil- 
bert Norton, O. S. Tyson & Co., 
secretary, and Joseph V. Keneally, 
Union Carbide & Carbon Co., treas- 
urer. Continuing as president is 
Douglas Williamson, manager of 


sales promotion of American Hard vertising Agency, Toledo; Addison 


Rubber Co., who will serve the! Lewis Co., Minneapolis, and Ne- 


second year of his two-year term. 


AFA Adds 10 Members 


The Advertising Federation of 
America has elected 10 companies 
to sustaining membership. They 
are Dancer-Fitzgerald-Sample and 
Ethyl Corp., both in New York; 
American Blower Corp., Parker 


‘braska Farmer, Lincoln. 


Libraries to Join Press 

in Marking Newspaper Week 
Librarians are planning to join 

with daily and weekly newspapers 

throughout the nation in observ- 

‘ance of National Newspaper Week 


Oct. 1 through 8, the American | 


Rust Proof Co., Goebel Brewing ‘Library Assn. has reported. 


Co., Motor News and Grocers’ 


Mrs. Grace T. Stevenson, exec- 


| 
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participation show the joint re- 
sponsibility of editors and li- 
brarians in maintaining freedom of 
information. The National News- 
paper Managers Assn. sponsors the 
observance. 


Dunning to Pacific Scientific 


W. H. Dunning has been named 
manager of advertising and public 
relations of Pacific Scientific Co., 
Los Angeles. He formerly was ad- 
vertising manager of P. R. Mal- 


Spotlight, all of Detroit; Blaco Ad- | utive secretary, has urged that the lory & Co., Indianapolis. 
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Morrison Names Rose-Martin 


Morrison Co., Philadelphia mak-| 
er of Lem lemon pie filling | 


and Mrs. Morrison’s vanilla and 


chocolate pudding, has appointed | 
Rose-Martin, New York, to handle | 


its advertising. Radio, newspapers 
and direct mail will be used. 


Kuljian Corp. Names Morris 
Kuljian Corp., Philadelphia, en- 
gineering and construction com- 
pany, has appointed Richard G. 
Morris to manager of its advertis- 


ing and public relations program. 
Formerly with Penn Industrial 
Instrument Corp., Mr. Morris will 
work with Roland G. E. Ullman 
Organization, Kuljian’s agency. 
Herbert Askwith, New York, con- 
tinues as advertising and publicity 
consultant for the company. 


Advertising Course Set 

New School for Social Research, 
New York, will hold a 15-week 
advertising workshop, beginning 
the evening of Oct. 1. The course 


will be conducted by Joseph M. 
Russakoff, president of Vanguard 
Advertising, New York. 


Lee Names Brod V.P. 

Howard S. Brod, formerly with 
Life and Biow Co., has been 
named a v.p. of Lee Ltd., Beverly 
Hills, toiletries company. 


Power Directs ANA Program 
William G. Power, advertising 

manager of the Chevrolet Motor 

division of General Motors Corp., 


has been named program chair- 
man of the 45th annual meeting 
of the Assn. of National Adver- 
tisers, set for Nov. 8-10 in New 
York. 


Brooke, Smith Names 2 V.P.s 
Brooke, Smith, French & Dor- 
rance, Detroit, has appointed Fred- 
erick P. Zick, with the agency for 
20 years, v.p. in charge of graphic 
arts and L. C. MacGlashan, for- 
merly with Gardner Advertising 
Co., a v.p. on the creative staff. 


SERVES ADVERTISERS BY PICKING 


PROSPECTS OUT OF PEOPLE... 


Chilton selects readers under the most rigid regulations. 
This quality circulation carries the advertisers’ message 
straight to those who make the buying decisions— 


Chilton readers are prospects, not just people. 


There’s more to the Chilton story! Ninety-two Chilton 
staff editors, made up of engineers, merchandisers, and 
other experts in their fields, set stern standards of edi- 
torial conduct; everlastingly are concerned with the 
maintenance of editorial excellence. This pays off for 
the advertiser in sustained reader interest in Chilton 


publications. 


Quality circulation .. . editorial excellence. This is the 
combination that makes Chilton publications a dynamic 
power that penetrates deep into the fields Chilton serves 
to move goods and sell services. 


ex 


 CHILT 


ON | 


COMPANY 


in conPoraren) ; 


Chestnut and 56th Streets, 
Philadelphia 39, Pa. 


100 E. 42nd Street, 
New York 17, N. Ve 
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Canada Dry Makes Changes 


John M. Eastman, formerly as- 
sistant advertising manager in 
charge of U. S. license department 
advertising for Canada Dry Ginger 
Ale Inc., has been assigned to ad- 
ministration of advertising plans 
for company-owned plant opera- 
tions and development of national 
campaigns. L. J. Lombard, previ- 
ously sales promotion manager for 
company operations, has been 
named to Mr. Eastman’s former 
post. 


Snow Names Welch A. E. 

E. Clayton Welch, formerly sales 
promotion and assistant adver- 
tising-sales manager for Doehla 
Greeting Cards, Nashua, N. H., 
has been named an account execu- 
tive of Walter B. Snow & Staff, 
Boston. 


Reach, Yates & Matton Moves 


Reach, Yates & Mattoon has 
moved its New York office to 720 
Fifth Ave. 


9 tickin Around 


with KLEEN-STIK 
WAKE UP to KLEEN-STIK! 


When sales activity gets a little 
sleepy, that’s the time to wake up 
your prospects and dealers . . . and 
a sure way is through the use of 
super-sellin’?’ KLEEN-STIK dis- 
plays. Wide-awake advertisers in 
every line know how this moisture- 
less, self-sticking adhesive makes 
eye-opening, purse-opening P.O.P. 
displays and labels . . . such as; 


<a 
vewaue™ Lumberjack Breakfast 


£00 cp 
20 (ARMOUR Lumberjack Breakfast 


(nwour® Lumberjack Breakfast 


Operation LUMBERJACK 


To start America off with a full 
stomach, ARMOUR & CO. advo- 
cates a hearty “‘Lumberjack Break- 
fast” in a nationwide promotion, 
featuring tasty Armour Sausage. 
High on the list of successful selling 
aids was this big, bright truck sign, 
silk screened in glistening reflective 
beading. Stock used was KLEEN- 
STIK FLEX-STIK ‘‘B’’—the 
extra-flexible rubber-saturated out- 
door stock that sticks tight in spite 


cajoy 
¢ by 


mes 


of weather, moisture, grease, or 
scuffing. This “shining’’ example 
was conceived by RUSS BROWN 
and CHARLEY SCHLINGER of 
Armour’s ad department. 


DR. PEPPER CO., of Dallas, is 
spreading the word to “Wake Up 
Your Taste’’—by means of this 
snappy die-cut bottle-cap replica. 
Ad Manager A. H. CAPERTON spec- 
ified KLEEN-STIK for this piece, 
so that it would be sure to be posted 
on thousands of walls, windows, 
counters, doors ...and other promi- 
nent spots in Dr. Pepper outlets. 
Dealers and salesmen simply p-e-e-1 
and press, and presto—there’s 
another “‘peppery”’ sales message! 
Fine printing job ‘‘tastefully”’ 
handled by LLOYD SAUNDERS of 
MALFORD WEINERT CO. 


Stay awake—and stay shead in 
sales—by using wonder-working 
KLEEN-STIK for hard-working 
P.O.P. displays. Pd a in 
ever sO man ity r 
stocks, theough wourvindae mm 4 
yey my ee or screen processor. 
Ask im for samples and advice . . . 


and us to send you our free 
“Idea-of-the-Month”’ service! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenve ¢ Chicago 1, lil. 
Plonsers ia pressere sensitives for Advertising and Labeling 
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NBC opens the year of excitement on television 


wen “MAX LIEBMAN PRESENTS” 


ew ccpentem 


> 


On Sunday, September 12, 1954, at 7:30 pm NYT 
... some 50,000,000 people will stop what they’re 
doing and tune in their NBC Television station. 
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Even people who have come to take their 
sets for granted ...the “sometimes” view- 
ers, will behave as they did in the early 
days of television. Dates will be cancelled. 
Families will gather. Sets will be moved 
into the dining room. Or dinner will be 
finished in the living room. 


And here’s why. 
On September 12, America will see a Pre- 


miere of Broadway calibre. A 90-minute, 
all “live” Musical, starring wonderful, 


explosive Betty Hutton, in her TV debut! 
And thus will begin a series of super- 
shows master-minded by the originator and 
producer of “Your Show of Shows”. Writ- 
ten and directed by the theatre’s topmost 
talent. Performed by the illustrious stars 
below. And every show will be “Live”. 


Anyone within range of one of the thou- 
sands of color sets now in use, will have 


the extra thrill of brilliant Rca Compatible 
Color Television! 
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The nBc Spectaculars ““MAX LIEBMAN 
PRESENTS’, will be marveled at every 
fourth Sunday and every fourth Saturday 
. .. and talked about right through The 


Year of Excitement on Television! 


“LIVE NBC SPECTACULARS 


TELEVISION 


A SERVICE OF RADIO CORPORATION OF AMERICA 
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1 =f 000 Men 


With High Incomes 


: > The family incomes of Elks are far 

~, above average. That’s why these 
fraternal-minded men are exceptional 
prospects. They can and do buy 

more to live better. 


All Elks are co-owners 
of The Elks Magazine. 
They welcome it, read it, 
believe in it. The 
effective selling power 
of The Elks Magazine 

is due to the preference 
these 1,078,590 men 
give to the products 
advertised in it. 


THE MAGAZINE 


New York « Detroit « Chicago « Los Angeles 


|Pendleton Woolen Mills’ 
Divisions Set Big Drives 


Both the men’s and women’s di- 
visions of Pendleton Woolen Mills, 
Portland, Ore., have scheduled the 
largest fall and winter campaigns 
in the history of the company 
with 14 full-color pages for wom- 
en’s sportswear and 44 half, junior 
and full pages for men’s sports- 
wear. 

Schedule for the women’s divi- 
sion includes Charm, Ladies’ Home 
Journal, Mademoiselle, Seventeen 
and Vogue. Men’s wear ads, six in 
full color and 38 in two colors, 
will run in Collier’s, Esquire, Field 
& Stream, Holiday, The New York 
Times Magazine, Outdoor Life, 
The Saturday Evening Post and 
Sports Afield. Trade schedule for 
men calis for full-color pages in 
Men’s Wear and Apparel Arts. 
Botsford, Constantine & Gardner, 
Portland, is the agency. 


Television Set Sales Up 

There were 30,717,000 television 
sets installed in the U. S. as of 
July 1, according to the latest es- 
timate released by Hugh M. Be- 
ville Jr., director of research and 
planning for National Broadcast- 
ing Co., New York. This means an 
addition of 306,000 receivers in 
June and 35% more than the num- 
ber of sets installed in June, 1953. 


Warner & Todd Names Henry 


Warner & Todd, St. Louis, has 
appointed John C. Henry, formerly 
promotion and publicity director 
of KXOK, St. Louis, an account 
executive. He also will serve on 
the agency’s plans board and cam- 


paign advisory committee. 


You need... 


eye's THE 


DALLAS NEWS 


THE DALLAS 


MARKET 


The combined circulation of no several other news- 
papers in the Dallas area equals the merchandisable 
coverage by The Dallas News of the 72-county 
Dallas market that looks to Dallas, buys in Dallas, 
visits with Dallas each morning through The Dallas 


Morning News. 


Online Soe rhe 
chara naming 


; == Ghe ate Morning ¥ aes = 


B VAL seas 


one 


TEXAS’ LARGEST DAILY NEWSPAPER 
eee Circulation 192,229 — Sundays 200,701 ii 
; (Publisher's Statement: March 31, 1954) 


More people BUY The News... 


more people READ The News 


more people are INFLUENCED by The News than any other morning 


or evening newspaper in Texas. 


CRESMER & WOODWARD, INC., NATIONAL REPRESENTATIVE * New York Chicago Detroit Atlanta Los Angeles San Francisco 


Getting Personal 


Charles L. Rumrill, head of Charles L. Rumrill & Co., Rochester, 
N. Y., agency, has been elected a director of the Union Trust Co. of 


Rochester. . 


Jerry Simon, account exec. at Standish-Barnes Co., 


Providence, is leaving to begin a two-year course this fall at the 
Harvard University school of business administration. He will get 


an M.B.A. degree in June, ’56... 


Burt B. Roens, account executive for the Lavenson Bureau of 
Advertising, Philadelphia, has been named to the 21-member ad- 
visory committee on employe solicitations for the 1955 United 
Fund drive. This is his second your as chairman of the ad agency 


group for the campaign.. 


Recent additions: Aleta Helen Bing, daughter of Ralph Bing, 
head of Ralph Bing Advertising Co., Cleveland, and his wife, 
Barbara; Steven Jeffrey Sachs, son of Bernie Sachs, account exec. 


B, BARTON, D & OSBORN—Alex Osborn 
(seated) and Bruce Barton, only 
original partners still active in 
BBDO, get together in Buffalo on 
the 35th anniversary of their as- 
sociation. Barton, Durstine & Os- 
born was formed in 1919. Mr. Bar- 
ton is chairman of BBDO and Mr. 
Osborn is vice-chairman. This 
photo was made by the Buffalo 
Evening News. 


of Dean Simmons Advertis- 
ing, Los Angeles, and his 
wife, Sybil; Robert Steven, 
first child of Sheldon M. 
Heiman, Chicago p.r. coun- 
sel, and his wife, Jane; Con- 
stance Ann, first child of 
Robert E. Potter Jr. (Robin- 
son Potter Co., Chicago) and 
Jacqueline Potter. And at 
the d-Con Co., Chicago, the 
cigar smoke has been over- 
powering. There’s Ira Glenn, 
third child of Lee Ratner, 
chairman: Michael, third for 
Harold Sugerman, v.p.; and 
Susan Lynn, first for Maur- 
ice Mayber, ad manager... 
Two new engagements are 
those of Mr. and Mrs. Leslie 
Atlass’ daughter, Harriet, to 
Maxwell Pohn of Chicago, 
and the Samuel W. Meeks’ 
son, Sam Jr., to Joan Mar- 
ston. Mr. Atlass is v.p. of the 
central division, CBS, and 
Mr. Meek is v.p., J. Walter 
Thompson, New York... 
Robert N. Piper, ad man- 
ager of the Cincinnati Bick- 
ford Tool Co., and his fam- 


ily returned from a vacation 

to find that an unauthorized 

guest had enjoyed their hospitality during their absence. The elec- 

tricity at their home had been turned on, a bed had been slept in, 

and the guest had left with $398. In addition, the fellow had ran- 

sacked the first and second floors, smoked cigarets all over the 

house, drunk a half bottle of whisky, and was careful to bring in 
the circulars which had been delivered to the front door... 

Roger W. Clipp, general manager of the Philadelphia Inquirer 
stations, WFIL and WFIL-TV, has been named to the Canada- 
United States committee of the Chamber of Commerce of the 
United States... 


<-AL 
t : 


DESIGNING—New York Industrial designer Walter P. Margulies was 

pleasantly surprised when, on a brief expedition in Hampton Bays, 

L. I., he pulled out this 64-lb. marlin. It took a little more than an 
hour to land the fish. 


Bruce Michael Bogin, son of Conde Nast Publications v.p. Ben- 
jamin Bogin, married Merle E. Golden in Stamford, Conn., on 
Aug. 15... Frances H. Wexler, with the public relations and adver- 
tising department of Prudential Insurance Co., is engaged to Roelof 
Klunder of Amsterdam ... 

It will be a busy Labor Day weekend for Anne G. Kroll, recently 
with Lewin, Williams & Saylor as assistant fashion promotion di- 
rector and ADVERTISING AcE associate editor Larry Bernard. On 
Sept. 5 they will marry in Yonkers. The following day Mr. and 
Mrs. Bernard will fly to Lisbon to start a two months’ trip which 
will take them through six European countries... 
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301 4]] dally circulation 
392.580 Sunday circulation 


10% y Zone coverage 
Lowest milling 


*Here’s what we mean by Big Buy: 

The Washington Post and Times Herald’s circulation is 
80,000 more in the city zone than the second paper 
90,000 more in the city-and-retail zone 
130,000 more total circulation 


239,000 city-and-retail home delivered—in fact, more carrier home 


delivered circulation than the second paper has total i in the city-and- 
retail zone. 


Nationally represented by: SAWYER, FERGUSON, WALKER COMPANY; THE HAL WINTER 
CoMPANY, Miami Beach; Puck, The Comic Weekly: JosHUA Powers Co., Ltd., London. 


Most important newspaper circulation an- 
nouncement in years—the new circulation figures of The 
Washington Post and Times Herald, giving net paid 
averages of 381,417 daily and 392,580 Sunday. These 
figures prove The Washington Post’s purchase of the 
Washington Times Herald on March 17 resulted in a new 
opportunity for advertisers—an opportunity to buy really 
big circulation, really effective coverage, for the first time 
in the nation’s capital, America’s 10th largest metropolitan 
market. 

The Washington Post and Times Herald is not only 
big in circulation—it’s big in value to advertisers because 
it’s big to its readers. It includes all the 7 news and 3 
picture services formerly used by the two papers separately, 
all of both papers’ comics, most of their columnists, 
practically all their other features. It gives Washingtonians 
from twelve to fourteen sections on Sunday, including 
four magazine sections and more comics than any other 
newspaper in America! For years, The Washington Post 
was Washington’s big newspaper in prestige and in im- 
portance. Now The Washington Post and Times Herald is 
the big paper in every respect—news and features for 
readers, circulation and value for advertisers. 


Now Washington’s Favorite Home Newspaper 
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You Can Hold Your Audience 


Longer 


with Street & Smith’s 


*x* three star edition 


A woman’s age no longer is taboo. Especially not when 


it comes to discussing merchandising and marketing plans. 


For in devising marketing strategy it is an accepted principle 
that the longer the span of life a woman has to use a product 


the more valuable she is as an advertising prospect. 


Street & Smith's *** Three Star Edition for Advertisers 
specializes in an audience that has more years ahead of it 
Ki i A, than behind it. Compared with the readers of the women’s mass 


magazines, the Street & Smith audience has an extra ten years 


Casual 


Clegan « 


in which to use and enjoy those products to which they have 
j been introduced through advertising. 


By buying the total circulation of Mademoiselle, Charm, and 
Living for Young Homemakers, the advertiser reaches an audience 
high in quality, substantial in size, at a new low cost-per-thousand. 


All this and a ten-year plus in expectancy of product use. 
Check points are: 


V QUALITY 
High family income—74% greater than national average: 
High educational level—4 out of 12 readers already have 


completed four years of college or more; national average for 
women | out of 12. 


Low average median age—27 as against 37, the general 

average age of the women’s mass magazines—ten bonus years 
in which to use an advertiser's product. 

V SIZE 

Rate base guarantee 1.700,000*. Better than 3 readers per copy, 


Total audience well over the 5,000,000 mark. 
*Effective January 1955. 


V SAVINGS 

Equal space of one column or more in all three within a 12 months’ 
period earns a 5% Group Discount. Three pages and over in all 
three earns 10%. Six or more pages in all three earns 15%. 


STREET & SMITH’S & & & three star edition 


% MADEMOISELLE % CHARM % LIVING FOR YOUNG HOMEMAKERS 


For complete information on how you can save by 
using the new Group Rate, write: Robert E. Park, 
Advertising Director, Street & Smith Publications, 
Inc., 575 Madison Avenue, New York 22, N. Y. 
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REPORT: 


24 WATCHES 
AND EVERY ONE 
AN OMEGA 


John Landy breasted the tape at the 


» Mile of the Century”, three times the 
used for track and field champion 
nsational performance. And every 
mega 


hand when records rest in the bal- 


CLOCKERS’ CLOCKER—An AP dispatch 
on Monday, Aug. 9, referred to the 
24 watches used to time the Roger 
Bannister-John Landy “mile of 
the century” race. Lewin, Williams 
& Saylor, New York, knew that 
every watch was an Omega, and 
by Wednesday, Aug. 11, they had 
prepared and placed this ad for 
their client in the New York Times. 
Copies of the paper, with special 
front-page stickers, were distrib- 
uted at the retail jewelers’ show 
then convened in New York. 


Coins in Ads Are 
Okay, Repeats NBBB, 
But Not Greenbacks 


NEw York, Aug. 24—Because it 
has been receiving an increasing 
number of queries about the le- 
gality of using illustrations of 
coins, securities and postage stamps 
in advertising, the National Better 
Business Bureau has issued a re- 
vision of its chapter on the sub- 
ject in its service, “Do’s and 
Don’ts in Advertising Copy.” 
Despite rumors to the contrary, 
Allan E. Backman, exec. v.p.. 
points out, illustrations in the 
likeness or similitude of U. S. pa- 
per currency are strictly prohib- 
ited, except on live television com- 
mercials where no photograph or 
film is made or used. Similar pro- 
hibitions apply to illustrations of 
government securities, and of in- 
ternal revenue stamps. Illustra- 
tions of U. S. and foreign coins 
may be used for advertising pur- 
poses, according to the BBB fact 
sheet. 


Ludwig Music Names Olian 

Ludwig Music Co., St. Louis, has 
appointed Olian Advertising Co., 
St. Louis, to handle its advertis- 
ing, publicity and promotion. The 
company distributes instruments 
and offers repairs and music in- 
struction services. John Krato, for- 
merly Ludwig’s advertising man- 
ager, has joined Olian as execu- 
tive on the account. Radio, tele- 
| vision, newspapers and direct mail 
will continue to be used. 


Radion Appoints Critchfield 


Radion Corp., Chicago manufac- 
W turer of television antennas and 
ith a mass prod m | accessories, has appointed Critch- Is what you offer costs important money, 
. P , mre has buy oes field & Co., Chicago, to handle its y hb Farm fam- 

markets. Mid-America is one —a mass mm advertising. Trade publications i you want people who have money. Fa 
market, dominated by farmers. You can’t fe | and direct mail will be used. Cal-| Ba ilies rate high. And tops among them are the 


i : j f kins & Holden, Chicago, formerly | ‘ h 
sell Mid-America without farm families, nor handled the account. readers of Capper’s Farmer. They are the most 
p prosperous farm families in Mid-America, 


itself the richest farm market on earth! 
3 


the magazine that concentrates on them 
alone! 


Joseph Sands Named A.M. 


Joseph E. Sands has been ap- 
| pointed advertising manager of 
Philco Distributors, Philadelphia. 
|Formerly an assistant in the ad- 
vertising department, he succeeds 
John Lyons, who has resigned. 
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Selling to Institutions... 


Lily-Tulip’s ‘Take-It-Home’ Drive 
Boosts Restaurants—and Paper Cups 


New York, Aug. 24—There may 
have been a time when Lily-Tulip 
Cup Corp.’s line consisted of just 
paper cups; but the variety of pa- 
per containers, of every conceiv- 
able shape and size (up to one- 
gallon buckets) offered by the 
company has grown to the point 
where there are now approxi- 
mately 550 stock sizes and types. 

With the increasing problems of 
mass feeding, including service, 
dishwashing and breakage, restau- 
rants, hotels and hospitals have in- 
creasingly responded to the com- 
pany’s persuasive story by using 
Lily-Tulip wherever possible. One 
of the most successful ideas which 
the company has developed, on 
the other hand, has been its tailor- 
ing of a plan for the sale by res- 
taurants of take-home meals, of 
course employing paper containers. 

The needs of the public as well 
as the problems of the restaurant 
were taken into account in the 
working out of the idea. Important 
changes have taken place in 
American family life in the past 
ten years, some of them distressing 
to the restaurants, where the av- 
erage family used to eat fairly 
often: The development of tv to 
a point where the family would 
rather stay home than go out, the 
difficulty in finding parking space 
in the average town at the early 
evening hour, and the scarcity and | 
cost of baby sitters are among the 
factors involved. 


® Taking note of these problems, 
and of the fact that it could offer 
paper service for nearly every 
need, Lily-Tulip pioneered an at- 
tempt to solve them through the 
promotion of take-home meals. 
Significantly, it was the sensa- 


in New York—during which the 
city’s restaurants suffered a 30% 
loss in business—that gave the 
program its biggest initial boost. 
A piece of copy in the campaign 
to sell the worried restaurateurs 
on the idea declared that “Lily has 
the ‘just right’ paper service for 
every need ... water, juices, milk, 
ades; soups, stews, coffee; ice 
cream, desserts and side dishes.” 
Moreover, it was pointed out, 


dishes, hot and cold, can be car-| «. 
ried home to her own dinner ta-| 


ble.” 


@ With an active campaign in the 
restaurant 
Restaurant, Food Service News 
and Restaurant Management— 
supplemented by direct-mail and 
other promotion to the field, the 
company got the plan rolling 
handsomely back in 1952, and its 
success has been such that the 
growth figures have been aston- 
ishing. 

According to an executive in the 
take-home department, by mid- 
1953 the company could say that 
there were at least 10,000 eating 
places sending out meals in con- 
tainers, excluding drive-ins, add- 
ing that “in the last six months 
we personally have started 1,000 
eating places in the take-home 
business.” A typical piece of res- 
taurant magazine copy put it this 
way, with an illustration showing 
the happy customers leaving the 
restaurant with bags filled with 
food in Lily-Tulip containers: 

“Are you in on the business 
that’s going out? The trend to 
take-home service is growing by 
leaps and bounds. Tv, working 
wives, and the baby sitting prob- 
lem are keeping folks around their 


/own dinner table—and away from 


yours! Little wonder smart restau- 
rant operators have boosted vol- 
ume, sometimes up to 50%, by of- 
fering hot and-cold, ready-to-eat, 
take-home portions in smart, 
sturdy Lily containers. 

“Lily has the handsome, leak- 
proof containers you need to 
realize this great new profit po- 
tential. Besides, Lily provides you 
with window streamers, menu 
suggestions and other material to 
help you get started.” 


= “Of course, take-home food 
service is by no means new,” a 
Lily-Tulip executive conceded to 
ADVERTISING AGE. “For years peo- 
ple have been taking home ready- 
cooked meals from Chinese chop- 
suey houses, Italian pizzerias and 
neighborhood delicatessens. 

“But the widespread entrance of 
general restaurants into this as- 


magazines—American | 


The trend to tobe home service is growng by 
leaps ond bounds. TV. working wives, ond the 
boty ner problem ore keeping folk: oreund thew 
own dinner toble ... ond eway from yours! 


Lime wende: mort ‘evtowant operetars howe 
beowed ome vometomes upto 30% by 

ofe -g Sot ond (ond ready to eet, the home . 
Porton: @ mort sturdy Ly Contemners 


You con do the same with ne new peroanel, 


| 


PAPER CUPS TO GO—Typical restau- 
rant trade page by Lily-Tulip Cup 
Corp. hits nervous cafe operators 
with this pitch on “the trend to 

take-home service.” 


American life which abruptly 
made staying at home not only 
necessary but pleasant.” 

Some restaurants, notably chains 
in the larger cities, have not only 
cashed in on the take-home idea 
by applying it in their own es- 
tablishments, but have added 
chain-store and supermarket units 
as distributors. Items for these 
stores of course are necessarily 
cold dishes and those which will 
not suffer from some delay in 
reaching the table, but the list is 
estimated to include around 20 
items. 


a This development in the restau- 
rant field has of course contributed 
largely to Lily-Tulip’s volume in 
that part of the market; but the 
company continues to do well in 
the other departments of the in- 
situtional field where mass feed- ss 
ing is a part of the job. The serv- Th 


ice, dishwashing and breakage e ARMSTRONG RU BBER COM PANY 


problems are even more acute in 3 ma : ; i 
- manufacturer of eee 


hospitals, for example, than in : 


the commercial restaurant, and 
paper service such as that of Lily- 
Tulip has been successfully sold 
there also. 

The list carrying the company’s 
advertising to the institutional and 
related fields includes, in addition 
to the restaurant papers named 
_above: American Journal of Pub- 
\lic Health, American Motel Maga- 
zine, American Milk Review, 
| Chain-Store Age (Fountain-Res- 


“You can cash in on this big new! pect of the business in the past | taurant Edition), Drug Topics, 
profit-maker without making a|two years or so is entirely new, Fountain & Fast Food, Frozen Food, 
change in your present set-up;|and was caused not only by the Institutions, Journal of the Amer- 
there’s no new equipment to buy! fact that we had the necessary ican Dietetic Assn., Milk Dealer, 
. . no new personnel to add. . .| containers to handle practically | Milk Plant Monthly, Modern Hos- 
no new overhead . . . no space ex-| every item on the restaurant menu, | pital, Modern Industry, Modern 
pansion. All you need do is to tell but by the remarkable rise of tv Theatre and The Sanitarian. 


Mrs. Shopper that your favorite popularity and other aspects of: 


Al Paul Lefton Co. is the agency. 


Garrison to ‘Diesel Progress’ | 

Ray W. (Garry) Garrison, who} 
has been covering the Pennsyl- | 
vania-Ohio territory for 10 years | 
for Factory Management & Main- 
tenance, a McGraw-Hill publica- 
tion, has joined Diesel Progress, 
published by Diesel Engines, Los 
Angeles, as a representative. He 
will cover the same territory from 
headquarters at 222 Melwood Ave., 
Pittsburgh. 


Ross Roy Drops Account 

Ross Roy Inc., Detroit, has re- 
signed the advertising account of 
Gerity-Michigan Corp., Adrian, 
Mich., effective Sept. 1. A similar- 
ity of Gerity-Michigan’s Dishmas- 
ter dishwasher and giftwares and 
bathroom accessories with prod-| 
ucts of other accounts handled by 
the agency was the reason reported 
for the separation. 


Heinz Campaigns for Ketchup 
H. J. Heinz Co., Pittsburgh, will 

use magazines, television and out- 

door advertising this fall to pro-| 


mote ketchup. Four-color bleed 
spreads are scheduled for the Sept. 
13 and Nov. 8 issues of Life, and 
Look will also carry a color spread 
in a fall issue. Ketchup also will 
be featured on NBC’s “Home Show 
and “Studio 57,” and 24-sheet 
spreads in principal markets across 
the country will be used through 
September. Maxon Inc., Detroit, is 
the agency. 


O’Malley to Medical Journal 


The Journal of the Student 
American Medical Assn. has ap- 


|pointed Thomas W. O’Malley east- 


ern advertising representative. 
Formerly representative for Mid- 
western Druggist and Rocky Moun- 
tain Druggist; Mr. O’Malley also 
will continue as eastern repre- 
sentative of the State Journal Ad- 
vertising Bureau of the AMA. 


Chrisman & Associates Bows 
Lowell G. Chrisman, president; 
Virginia Wiseman, office manager, 
and William Fox Jr., copy direc- 
tor, all previously with the former 


Phil DiNuoscio Advertising Agen- 
cy until the recent death of Mr. 
DiNuoscio, have formed Chrisman 
.& Associates. Offices of the new 
agency are in the former DiNuos- 
cio headquarters in the Second Na- 
|tional Bldg., Akron. 


Kaye Corp. Names Haas A. M. 

Gerald O. Kaye & Associates 
Corp., New York distributor of 
Crosley and Bendix home appli- 
ances, has appointed Marvin Haas 
advertising manager. He formerly 
was copy chief of Arnold Cohan 
Corp., agency for Kaye. The com- 
pany has promoted Alvin F. Bala- 
ban from promotion field repre- 
sentative to sales promotion man- 
ager. 


Wie a product for farmers, you want on- 
the-farm circulation. Not would-be farmers, 
or half-acre farmers, but those with fields 
to work... stock to raise... buildings to 
maintain. Capper’s Farmer circulates 90% 


right on the farm! 


‘Export Buyer’ Boosts Rates 
| Export Buyer, commercial ex- 
port publication published by Buy- 
‘er Publications, New York, will| 
increase its advertising rates ap- 
‘proximately 18% on Nov. 11. 
Present rate for a b&w page, one 
\time, is $310. 
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1953 Income of 
Individuals Hit 
$270 Billions 


(Continued from Page 3) 
rise came from agriculture pri- 
marily. 

The Commerce Department fig- 
ures cover current income, before 
taxes, received by individuals. In- 
cluded are wages and salaries, net 
income of unincorporated busi- 
nesses, farms, dividends, interest. 
rents, social insurance, relief and 
veterans’ pension payments. 

Per capita income last year was 
$1,709, an increase of 4% from 
1952. The range among states was 
from $2,304 in Delaware (up from 
$2,260) to $834 in Mississippi (up 
from $818). In addition to Dela- 
ware, states with per-capita in- 
comes of more than $2,000 were 
Connecticut ($2,194), Nevada 
($2,175), New York ($2,158), the 
District of Columbia ($2,109). 
New Jersey ($2,095), Illinois ($2,- 
088), California ($2,039), Ohio 

,012) and Michigan ($2,003). 


# States with the highest total 
individual incomes were New York 
($31 billion), California ($23 bil- 
lion), Pennsylvania ($18 billion). 
Illinois ($17 billion) and Ohio 
($15 billion). 

Relative gains in total income 
were about the same in most re- 
gions, except in the Northwest and 
Southwest. The Far West, New 
England and Middle East had in- 
creases that matched the 6% na- 
tional rise. The 5% increase of the 
Southeast and the 7% rise in the 
Central States was near the nation- 
al mark. But the Southwest rose 
only 3% from the 1952 level and 
in the Northwest the increase was 
less than 1%. 

In both of the latter regions, a 
pronounced decline in income from 
agriculture was a major factor 
limiting the total income increase. 


# On a nationwide basis, wages 
and salaries increased 11% in 1953. 
The largest increases were in 
metals, electrical machinery, trans- 
portation equipment, chemicals 
and instruments industries. 

On the other hand, wages and 
salaries in lumber and wood prod- 
ucts and in textile manufacturing 
showed little change, thus limiting 
gains in the New England and 
Southeast textile states and in the 
lumber and wood products states 
of Mississippi, Arkansas, Montana, 
Idaho, Washington and Oregon. 

Agricultural income declined in 
37 states and rose in 11. In nine, 
the decline was one-fourth or 
more. 

Mining wages and salaries con- 
tinued to decline in 1953 in coal- 
producing West Virginia, Pennsyl- 
vania and Kentucky. Payrolls rose 
in other principal mining areas, the 
gains ranging from 10% to 33% in 
six states. 

Contract construction wages and 


salaries rose from 10% to 25% in|} 


a dozen scattered states, especially 
in Tennessee (26%) and Louisi- 
ana, Utah, Wyoming, Minnesota 
and Nevada (20% each). 


WTVD Names Thompson S. M. 
Mike Thompson, formerly sales 
manager of WTIK, Durham, N. C., 
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Paint Companies 
Launch $500,000 
Fall Campaign 


CLEVELAND, Aug. 24—with a 
four-color spread in the current 
issue of Life, (Aug. 23) Sherwin- 
Williams Co. and allied paint 
companies raised the curtain on a 
$500,000 fall campaign for Super 
Kem-Tone Applikay. 


has been named sales manager of 
WTVD, Durham, which will begin 
telecasting regular programs in 


September. Henry Cronin, previ-| 


ously with WHEN-TV, Syracuse, 
has been appointed technical di- 
rector of the station. 


Doyle Joins Doyle, Kitchen 

H. B. Doyle Jr. has joined Doyle, 
Kitchen & McCormick, Chicago, as 
a junior account executive. A for- 
mer Navy lieutenant, he will act 
as consultant on electronic and 
atomic accounts. 


ALL SHIRT—Wings Boyswear Inc., 
New York, manufacturer of men’s 
and boys’ shirts, will run this ad in 
Oct. 4 Life. Two-color page ad 
shows big shirt, little copy, no 
headline, with selling message on 
shirt tag. Zlowe Co., New York, is 
the agency. 


WOR-TV's New Plan 
During the next 12 weeks, the 


; ; .- | New York, Aug. 26—New York 
“Applikay Story” will be told in| . 4 ; 
14 ‘ao nati we magazines and| viewers, who have become inured 
34 Sunday newspapers | to interruptions in tv feature mov- 
The Applikay pr ocess, as the! ies—seemingly at five-minute in- 
ads explain, is a paint-on-paint | tervals—have . treat in store. 
method of wall decoration. _WOR-TV this fall promises to 
Through use of a roller, developed | give its audience nearly 26 minutes 


by Sherwin-Williams, a 
of designs can be applied on walls 
already covered with Super Kem- 
Tone latex paint. 


® Included in the ad schedule are 


Gardens, Country Gentleman, 
Farm Journal, Household, Ladies’ 
Home Journal, Living for Young 
Homemakers, Look, Progressive 
Farmer, The Saturday Evening 
Post, Successful Farming, This 
Week Magazine, Town Journal 
and Woman’s Day. 

Supplementing the national 
publication schedule will be news- 
paper, direct mail and point of 
sale advertising, all timed for the 
fall decorating season. 

Fuller & Smith & Ross is han- 
dling the campaign for these spon- 
|sors: Acme Quality Paints Inc., 
| John Lucas & Co., Lowe Brothers 
|\Co., Martin-Senour Co.. Rogers 
Paint Products Inc., W. W. Law- 
rence & Co. and Sherwin-Williams. 


Beacon Plastics Boosts Lasoff 

Beacon. Plastics Corp., Newton 
Highlands, Mass., has appointed 
Jack Lasoff general manager of 
its advertising division. Mr. Lasoff 
has been associated with the com- 
pany, which manufactures plastic 
advertising specialties, since 1938. 


variety | 


American Home, Better Homes &| 


| between commercials in movies. 
This respite should be even more 
welcome since the station’s sched- 
ule of movies includes 30 films 
never before seen on tv. Though 
old, many of the titles were big 
hits in their day—“Body and 
| Soul,” with John Garfield and Lilli 
Palmer, and “Arch of Triumph,” 
with Ingrid Bergman and Charles 
Boyer, for example. 

Already set as advertisers for 
this series are Liggett & Myers 
Tobacco Co. (Cunningham & 
Walsh) and Piel Bros. Brewing Co. 
(Young & Rubicam). 

Each picture will run for one 
week, starting Sept. 21. Each will 
be shown 16 times a week. 

WOR-TV has availabilities for 
‘eight advertisers. Each sponsor 
| will get opening and closing cred- 
jits and a one-minute spot in each 
| showing of each movie. The price: 
$125,000 for the 30-week run. The 
commercials will be grouped at 
26 minute intervals. 

Interest in the next attraction 
will be boosted each week through 
a 50-second trailer, aired between 
commercials. The advertising mes- 
ages will be rotated. 

Sponsors are guaranteed a cum- 
ulative rating of 70 (by Tele- 
pulse) over the week. If the rating 
falls below this figure, they will 
get a pro rata refund. 


manager of the Stearns Magnetic 
Mfg. Co., died here Aug. 19. He 
had been retired since 1949. 


HERBERT LADD TOWLE 


PHILADELPHIA, Aug. 24—Herbert 
Ladd Towle, 79, former advertis- 
ing manager of Klaxon Co., Buf- 
falo Ignition Co. and Hess Bright 
Mfg. Co., and until his retirement 
last year technical writer with 
Kingsbury Machine Works, died 
Aug. 21 at his home here. 


ALLEN MULFORD 


New York, Aug. 24—Allen Mul- 
ford, 60, commercial v.p. of Inter- 
national General Electric Co., who 
had been manager of the com- 
pany’s marketing division here 
since 1950, died Aug. 21 after an 
illness of several months. He had 
been commercial v.p. since 1944. 

Born in Ogdensburg, N. Y., he 
was graduated from Cornell Uni- 
versity as an electrical engineer in 
1915, and became a student engi- 
neer of General Electric Co. in 
Schenectady. In World War I he 
served with the army engineers 
in France. 


VIVIAN EWART BERRY 


Lonpon, Aug 26—Vivian Ewart 
Berry. 64. advertising director of 
Kemsley Newspapers Ltd., largest 
newspaper chain in Great Britain, 
died here yesterday. For most of 
his business career he had been 
associated with the Newcastle 
Chronicle and Journal. Six years 
ago he became advertising director 
of the Kemsley group. He was a 
nephew of Viscount Kemsley foun- 


der of the newspaper chain. 
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Coming 
Conventions 


*Indicates first listing in this column. 

Aug. 30-Sept. 3. Photographers Assn. 
of America, 63rd annual convention, Con- 
rad Hilton Hotel, Chicago. 

Sept. 4-9. Assn. of Railroad Advertis- 
ing Managers, fall business meeting and 
tour. Sept. 4, Salt Lake City; Sept. 5, 
Cedar City, Utah; Sept. 9, Las Vegas, Nev. 

Sept. 10-12. Midwestern Advertising 
Agency Network, Sheraton Hotel, Chi- 
cago. 

Sept. 18-21. Advertising Specialty Na- 
tional Assn., fall specialty show, Palmer 
House, Chicago. 

Sept. 19-21. Advertising Federation of 


America, 7th District, Biltmore Hotel, At- 6 


lanta. 

Sept. 20-23. Premium Advertising Assn. 
of America, New York premium show, 
Hotel Astor, New York. 

Sept. 22-25. National Assn. of Photo 
Lithographers, 22nd annual convention 
and exhibit, Hotel Statler, New York. 

Sept. 23-25. Newspaper Advertising 
Managers’ Assn. of Eastern Canada, an- 
nual convention, Mount Royal Hotel, 
Montreal. 

Sept. 26-28. Advertising Federation of 
America, 10th District, San Antonio. 

Sept. 26-29. Pacific Coast Council, 
American Assn. of Advertising Agencies, 
Hotel Del Coronado, Coronado, Cal. 

Sept. 26-30. Financial Public Relations 
Assn., annual convention, Hotel Statler, 
Washington, D. C. 

Sept. 27-29. Life Advertisers Assn., an- 
nual convention, Hotel Sheraton-Gibson, 
Cincinnati. 

Sept. 30. Magazine Publishers Assn., 
One-day fall meeting, Westchester Coun- 
try Club, Rye, N. Y. 

Oct. 4-5. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 7-9. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 9-10. Advertising Federation of 
America, 3rd District, Hotel Roanoke, 
Roanoke, Va. 

Oct. 9-12. Mail Advertising Service 
Assn., annual convention, Hotel Statler, 
Boston. 

Oct. 12-13. Second annual Dixie pub- 
lic relations conference, sponsored by 
Atlanta chapter, Public Relations Society 
of America, Emory University, Atlanta. 

Oct. 13-15. Direct Mail Advertising 
Assn., annual convention, Hotel Statler, 
Boston. 

*Oct. 14-15. American Assn. of Adver- 
tising Agencies, central region, Drake 
Hotel, Chicago. 

Oct. 18-19. National Newspaper Pro- 
motion Assn., western regional clinic, 
Hotel Westward Ho, Phoenix. 

Oct. 18-19. Agricultural Publishers 
Assn., annual convention, Chicago Ath- 
letic Club, Chicago. 

Oct. 18-19. Boston Conference on Dis- 
tribution, 26th annual conference, Hotel 
Statler, Boston. 

Oct. 21-22. Audit Bureau of Circula- 
tions, 40th annual meeting, Drake Hotel, 
Chicago. 

Oct. 22-24. Midwest Inter-City Confer- 
ence of Women’s Advertising Clubs of 
the Advertising Federation of America, 
Chase-Park Plaza Hotels, St. Louis. 

Oct. 28-29. National Conference of Bus- 
iness Paper Editors, Hotel Statler, Wash- 
ington, D. C. 

Oct. 31-Nov. 2. Screen Process Printing 
Assn., annual convention, Hotel Jeffer- 
son, St. Louis. 

Nov. 7-11. Outdoor Advertising Assn. 
of America, annual convention, Hotel 
Commodore, New York. 

Nov. 8-10. Southern Newspaper Pub- 
lishers Assn., 51st annual convention, Bo- 
ca Raton Hotel and Club, Boca Raton, Fla. 

Nov. 8-10. Assn. of National Advertis- 
ers, annual meeting, Hotel Plaza, New 
York. 

Nov. 15-17. Advertising Trades Insti- 
tute, 3rd advertising essentials show, Ho- 
tel Biltmore, New York. 

*Nov. 22-24. American Assn. of Adver- 
tising Agencies, annual eastern confer- 
ence, Roosevelt Hotel, New York. 


Cooper & Meyers Adds Five 

Five companies have appointed 
Cooper & Meyers Associates, New 
York, to handle their advertising. 
They are Welding Engineering 
Corp., Hempstead, L. I., Giroux Co. 
and Leben Food Products, both 
Brooklyn, Exercycle Corp. and 
Macher Jewelry & Watch Co., both 
New York. Newspapers will be 
used for all five, supplemented by 
magazines, radio and television 
for several. 


Andrews to National Radiator 


INCLUDING THE JAPANESE—John Ca- 


manager of the Reader’s Digest 
Assn. in Tokyo. Volume by BBDO *SM Estimates 
v.p. sells for 280 yen (75¢). Represented by The Katz Agency 


Serving The Central Ohio Valley 
— Industrial Heart of The Nation 


Huntington, a trading center for 613, 
400 people who spend $415,842,000* 
annually, is serviced completely by the 
newspapers of the Huntington Publish- 
ing Company. 


Where industry is concentrated in this 
rich Tri-State region, there are large pay- 
rolls. Reach them daily with the most 
complete coverage in the area through 


The Huntington Advertiser 


ples’ “Tested Advertising Meth- The ee ee , 
has been translated into The Herald-Advertiser ° 
Japanese by Fumio Eukuri, ad HUNTINGTON, WEST VIRGINIA Island Creek Coal Company is typical of 


scores of major industries who swell the 
payrolls of the rich Central Ohio Valley. 


Homer L. Andrews, formerly 
district sales manager of Archi- 
tectural Record and Newsweek in| 
Cleveland, has been appointed 
market analyst and sales promo- 
tion consultant for National Radi- 
ator Co., Johnstown, Pa. | 


YESTERDAY and TODAY 


are your sales keeping pace 
with the spectacular growth 
of the Denver Post's Market? 


Since the war, Metropolitan Denver’s voters have authorized more than 
$60,000,000 for school expansion. This program paces the increase in school 
attendance...up 26% since 1950, 38% since 1946. 


More families...more children...more facilities...all are a reflection of the 
spectacular growth of Metropolitan Denver’s population—increasing steadily 

at a rate of six percent a year. Here is a ready-to-buy market, with an unusually high 
standard of living, looking for more and more goods and services. 


You can blanket this eager market with the economy of single medium coverage 


by using the only newspaper read by almost 9 out of 10 of your prospects — 
The Denver Post. 


CIRCULATION Ra 
Evening, except Saturday 236,366 © net THE DENVER POST 
Saturday . . .. . . . 188,884 c tn — — 
Sundey 350.678 eee 
Empire Magazine and Comics 392,036 
A.B.C. Publisher's Statement a d National); i 
pers rf eae Repr y by Moloney, Regon & Schmitt, Inc, 
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Esmond Associates Adds One 

Manufacturers Corp. of Ohio, 
Mansfield, has named Esmond As- 
sociates, New York, to handle its 
advertising. 


Heileman Boosts Klapperich 
G. Heileman Brewing Co., La 
Crosse, Wis., has promoted Ralph 
W. Klapperich from the advertis- 
ing staff to advertising manager. 


ALWAYS 
with 


 Boct:Tect 


“BEST-TEST” never wrinkles 
— curls — shrinks. Excess 
tubs off tlean. 


Rog EM EY, FOR THE GRAPHIC ARTS A MUST 
Aan NT A size for every purpose. Sold 
No Stationery, Artist Supply ond 


by 
Photographic Deolers every- 
where. 


UNION RUBBER & ASBESTOS CO. 
TRENTON, WJ. 


MAKES PASTING A PLEASURE 


BESI~TEST 


How New Orleans Station 
Handles Schweppes Story 


To the Editor: In connection 
with a story in your Aug. 9 issue 
regarding Commander Whitehead 
and Schweppes, you may be in- 
|terested in the following: 

Radio Station WTIX of New Or- 
leans was perhaps the first to 
carry the Schweppes _ schedule 
early last spring. Our schedule 
now includes Radio Stations 
WDSU and WBOK, as well, and 
we are running some 85 Schwep- 
|pes spots per week on these three 
stations. 

WBOK is primarily beamed at a 
Negro audience and for this reason 
we produced our own Schweppes 
announcement, using as _ talent 


| “Honey Boy” Hardy, one of BOK’s 


GOOD? 


M-im-in-in, it's SUPER! 


Nothing’s much better, is there, than having real- 


ization come up to your 


dreams of anticipation? 


e Ask the advertiser. He has seen the spark of 
creative genius set fire to brush and pen. e Ask 
the production man. His co-ordinating skill has 


spread sparkling, eye-catching messages before 


millions of restless readers. 


e Ask them both. 


They'll say this is one reason so many rely on 


ROGERS’ craftsmen for the master pattern plate 


from which their messages are made. 


c 
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Waster 


Craftsmen of Photo- Engraving 


Member of 


CHICAGO PHOTO-ENGRAVERS ASSOCIATION 
2001 CALUMET AVENUE * CAlumet 5-4137 * CHICAGO 16 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


colored disc jockeys. 

It is our feeling that we are not 
in the business of selling alcoholic 
beverages, but rather the finest 
mixer in the world—Schweppes— 
and that any mention of gin, rum 
or vodka is as essential to our 
campaign as red beans is to rice 
hereabouts. 

JAMES ALDIGE JR., 

James Aldigé & Associates, 

New Orleans. 

# » fe 


His Mind Is ‘Quickened’ 
by Cheesecake Pictures 

To the Editor: For some time 
now, I have been intending to 
write you to thank you for run- 
ning the cheesecake photos you do 


from time to time. The average 
poor business man who has to 
grope through dozens and dozens 
of publications to do the necessary 
reading to keep him abreast of 
things has a tough time to keep 
his eyes operating now and then. 
But not so the ADVERTISING AGE 
reader! 

When he turns the page and is 
greeted by photos such as that of 
Model Beth Miller, helping to 
boost Cellu-Craft’s packaging serv- 
ice, his eyes sparkle, his mind 
quickens, and he is ready to plow 
through another dozen business 
publications before he gets worn 
down again. The same reaction 
naturally applies to those who spot 
Cellu-Craft’s ads in the business 
publications where ad after ad 
profoundly sets forth its serious 
message. People like Cellu-Craft 
deserve a lot of credit for taking 
an unusual approach in the indus- 
trial advertising field, where ad 
budgets, art work, and copy often 
sink into terrible ruts. The fact 
that it is pleasing to the eye, in the 
case of Cellu-Craft, entitles them 
to the “Noted Most’—‘“Eyeballs 
Extended Most’—‘“Beamed Over 
Most” prize. 

The fact that Ap AGE runs its 
wonderful cheesecake regularly 
indicates that your people have a 
good sense of humor, and an eye 
for beauty. 

Yes sir, I love my wife, but oh! 
your cheesecake! 

BENJAMIN CORRADO, 
Marketing Consultant, New 
York. 

a * * 

Clarifies Facts in Pending 
Bonding Extension Law 

To the Editor: This is in refer- 
ence to the editorial, “Legal Pre- 
vention of the Truth” which ap- 
peared in the Aug. 9 issue of Ap- 
VERTISING AGE. The editorial deals 
with the proposed bonding ex- 
tension legislation now pending 
before Cgqngress, which would, 
over a limited time span, permit 
American distillers to keep whisky 
in bonded warehouses for 12 years 
instead of the present maximum of 
eight years before paying federal 
excise taxes thereon. 

The editorial makes a point con- 
cerning “forced misbranding” and 
bases its conclusion on a premise 
which does not happen to be in 
accord with the facts. Neither un- 
der present law, nor under the law 
as it would be constituted with 
passage of bonding extension leg- 
islation, is any distiller prevented 
from aging whisky as long as he 
chooses and making an appropri- 
ate age claim on his whisky label 
or in his advertising copy, so long 
as he pays the federal excise tax 
on such whisky at the end of the 
eight-year tax-free storage period. 

The legislation proposed in the 
form of a bonding extension bill 
merely grants to certain distillers 
the privilege of extending a tax- 
free bonding period for an addi- 
tional four years because they im- 


prudently made more whisky than 


| they could hope to market within 


the normal bonding period. It 
grants imprudent management, in 
effect, a form of tax relief. It 
seems to the industry, and to the 
House ways and means committee 
and the Senate finance committee, 
that the granting of a tax relief 
privilege by a special act of leg- 
islation should not, at the same 
time, provide an opportunity for 
over-stocked suppliers to gain a 
competitive “age claim” advantage 
at the expense of prudently man- 
aged companies who have kept 
their inventories within bounds 
and who do not need to seek the 
recourse of temporary tax relief. 
It seems to most of us in the 
industry that a good many red 
herrings are being dragged across 
this particular trail and the rec- 
ord should be set straight that the 
statement in the ApvERTISING AGE 
editorial of Aug. 9, which says 
that “legally there is no U.S. 
whisky older than eight years,” is 
not a statement of fact within the 
meaning of any law presently 
existing or contemplated. 


RAYMOND DuRRELL, 
Director, Public & Trade Rela- 
tions Departments, Brown- 
Forman Distillers Corp., Louis- 
ville. 


Mr. Durrell is right as to exist- 
ing law, and AA was wrong. Le- 
gally, under present law, whisky 
can be aged beyond eight years, 
as long as the tax is paid, and then 
advertised at its true age. Prac- 
tically, however, economics make 
this nearly impossible. 

Under the proposed law, whisky 
permitted to age more than eight 
years without tax payment could 
not be advertised as more than 
eight years old. 
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Head Writer's Alliteration 
Disturbs Fire Victim 

To the Editor: A leading na- 
tional weekly magazine, in its cur- 
rent issue, reports a tragic fire of a 
large distillery with the following 
headline: “Booze Blazes in Big 
Blast.” It would seem that respon- 
sible publishers today would be 
expected to make the same ad- 
vance in nomenclature that their 
advertisers have made in the de- 
velopment of their business in the 
last 20 years. 

The alchoholic beverage indus- 
try, both liquor and brewing, has 
taken long strides in building a 
responsible industry which ranks 
at the top of American business in 
packaging, merchandising, adver- 
tising and in wholesale and retail 
distribution. 

During prohibition and in the 
earlier days of yellow journalism, 
it was customary, and accepted, to 
use the word “booze” to refer to 
hard liquor. It was common to use 
the word “suds” to describe beer 
and scenes of bums on the Bowery, 
and the beer parlors at Coney Is- 
land. 

However, this is the year 1954. 

Many thousands are engaged di- 
rectly or indirectly in the alcoholic 
beverage industry—including ad- 
vertising—not to speak of the pub- 
lic and governmental relations. 

The dictionary gives the follow- 
ing definition of ‘‘booze”: 

Booze (booz), n. carouse; strong 

drink; liquor: v.i. (boozed, 

boozing) drink to excess. boozed, 

adj. drunk; besotted. boozer, n. 

sot; drunkard. boozy, adj. some- 

what intoxicated; drunken. 

boozily, adv. booziness, n. 


if it’s FREE... 


IT’S NOT WORTH MUCH 


unless it’s our booklet which you get 
gratis. It may cost you money later 
JAY P. which you'll gladly be willing to pay. 


WAL advertising typography 


Telephone MO 4-6134 @ 11 E. Hubbard, Chicago 11 


my sonar system.” 


“Since Newari: Sunday Newstown overran 
us out here in Sparta with 60% coverage, 
all these new cracker boxes, breezeways 
and all-night parked cars are knocking out 


Represented nationally by O'Mara & Ormsbee, Inc. 


NEWARK, NEW JERSEY 
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From the above definition, it is!sult of Calvert’s offer, the prime,cutters as well as those necessary 
obvious that the word “booze”|source of all Lo-Ball glasses isto have the “Lo-Ball” imprinted 


belongs to an era of the past and 
should be applied only to that 
small minority who do not know 
how to raise the elbow as a gentle- 
man. 

It would seem that those in the 
industry, and advertising serving 
the industry, should make them- 
selves heard in the right quarters 
so that we may expect more en- 
lightened reporting in the future. 

VaL A. SCHMITZ, 

Advertising Manager, The 

American Distilling Co., Pe- 

kin, Il. 

+ e 2 
‘Hardly Truth;’ but Warning 
Sign Proved Efficient 

To the Editor: Fred Myers’ “At- 
tention Thieves” notice in Aug. 2 
ADVERTISING AGE reminds me of a 
very similar device I used back in 
1941. 

I had just built a nice little sum- 
mer house up on the Wisconsin line 
near Lake Michigan, and late in 
the winter following its completion 
we drove up to check up on things. 
We found the back door wide open 
with snow drifted in on the floor 
and the cottage completely cleaned 
out, even to the bottled gas stove. 
Someone had moved a moving van 
up and helped themselves. 

In order to protect the new fur- 
ishings I had the enclosed card 
printed up and posted it conspicu- 
ously around the house, and after 
that nothing was ever touched. 


WARNING! 


THIS PROPERTY PROTECTED 
AGAINST THIEVES BY THE 
HARPER SYSTEM. YOU ARE 
GIVEN FAIR WARNING THAT 
ANYONE BREAKING INTO THIS 
BUILDING WILL BE OVERCOME 
AND SERIOUSLY INJURED BY 
THE RELEASE OF 


VERY POISONOUS GAS 


This could hardly be called truth 
in advertising, but I believe in this 
instance my action was justified. 

GEORGE P. WRIGHT, 
Shigeta-Wright, Photographic 
Illustrations, Chicago. 

* + 
More to Be Heard from 
Raytheon Electronic Filter 

To the Editor: Your issue dated 
July 19 carried a news article on 
Page 3 regarding the FTC having 
been asked to decide whether or 
not the Hotpoint air conditioner 
really utilizes an electronic filter. 

We certainly agree with Mr. 
Watterson’s objection, and were 
equally annoyed by Hotpoint’s 


claims. During the present spring | 


and summer season, Raytheon has 
been introducing a new room-size 
portable electronic filter which 
sells for not a “minimum of $300,” 
but $229. 

This development has probably 
not come to your attention because 
its early promotion has been de- 
voted to gaining the support of the 
medical profession. Its primary use 
is the relief of allergy and hay 
fever symptoms. You will be hear- 
ing much from it in the future, 
however. 

NED W. BUOYMASTER, 

Medical Sales Manager, Ray- 

theon Mfg. Co., Microwave and 

Power Tube Operations, Walt- 

ham, Mass. 


a . * 
Federal Glass Is Prime 
Source of Lo-Ball Glasses 

To the Editor: I should like to 
correct some of your information 
concerning the Calvert Lo-Ball 
promotion (AA, Aug. 9), since it 
concerns our ciient, the Federal 
Glass Co. of this city. 

Your article states that the Lo- 
Ball glass is supplied by Monogram 
Glass Co., Evanston, Ill. While this 
could be considered partially true, 
since Monogram does initial and 
Ship those glasses ordered as a re- 


Federal. 

Since, as your article points out, 
the volume of monogrammed sets 
is only a fraction of the total con- 
sumed in the promotion, it would 
seem to us that some credit is due 
the Federal Glass Co., although we 
certainly don’t want to detract 
from the spectacular promotion ef- 
fort of Calvert Distillers in intro- 
ducing the Lo-Ball. 

Federal supplies, in addition to 
blanks for cutting by Monogram, 
the hundreds of thousands of im- 
printed Lo-Ball glasses used by the 
bar trade, sold in retail outlets, 
etc., as well as the identical glass 
without “LoBall” imprint for dis- 
tribution through regular trade 
channels. 

As a matter of fact, the Lo-Ball 
glass is one of Federal’s Prestige 
line of four pieces, designed by Eva 
Zeisel and design-patented by Fed- 
eral. Calvert chose one piece from 
this line, dubbed it “LoBall,” and 
made the necessary arrangements 
with Federal for shipping to the 


glasses added to Federal’s regular 
‘decorated line and distributed by 
Federal dealers. 

Federal’s great experience as a 
volume supplier of premium glass- 
ware for many years was an im- 
portant contribution to the over-all 
effort. And, had Federal not origi- 
nated these particular glasses 
(after having ironed out the knotty 
details necessary to produce in 
volume by machine), one wonders 
whether a Lo-Ball glass, as such, 
would have caught the public 
fancy to the degree now evidenced 
by Calvert’s most successful pro- 
motion. 

B. L. McGRANER, 

Account Executive, Advertis- 

ing Council Inc., Advertising 

Agency, Columbus, O. 


‘Standad Rate’ Moves Loomis 
Standard Rate & Data Service, 
Evanston, IIl., has transferred Jay 
Dee Loomis to manager of Division 
1 (business publications and news- 
papers) of the SRDS rate service 


department. Mr. Loomis, formerly 
manager of Division II (consumer 
Magazines, farm _ publications, 
transportation advertising and Ca- 
nadian media), succeeds Oliver S. 
Pepper, who has resigned after 28 
year with SRDS. 


WMBV-TV to Venard, Rintoul 
WMBV-TV, Marinette-Green 
Bay, Wis., which will begin regu- 
lar programming in early Septem- 
ber, has named Venard, Rintoul & 
McConnell as its representative. 


George W. Clark Co. formerly| | 


handled the station. 


McMillan & Marsden Adds One| |" 
Eastern Millwork Co., Walpole,| © 


Mass., maker of combination storm 
and screen doors, has appointed 
McMillan & Marsden, Boston, to 
handle its advertising. 


Research Foundation Adds Two 


Chicago Car Advertising Co. and_| ; 


Reader’s Digest International Edi- 
tions are the newest subscribers 
to the Advertising Research Foun- 


|dation, New York. 


A 


45 


Garvey Retires from Schenley 


Jack Garvey, public relations 
director of Schenley Industries Inc. 
in the Cincinnati area for the past 
10 years, will retire Sept. 1. 


BISMARCK, NO. DAK 


- S 
MQRC 


Represented Nationally by: John Blair 


International Public Opinion Research made 4,565 Personal Interviews 


in fifteen major cities to give you the facts about... 


How Latin American 
~ Business Leaders Rate 


Magazines for Advertising 


By an overwhelming margin... 
Selecciones del Reader’s Digest leads 
all other magazines in readership, 
preference— and ‘‘attention to 
advertising” among the business 
and professional men interviewed! 


AMONG THE FINDINGS 


Read 


1st Choice Most Attention 


Regularly Magazine to Advertising 


Selecciones 


2nd interna- 


tional magazine 38.1 


66.1% 


32.6% 35.7% 


8.7 11.1 


What this survey means to advertisers 


Those interviewed in each of the 15 cities were 
selected by IPOR to represent an accurate 
cross-section of Latin American business and 


professional men. 


These men are themselves 


top-level consumers, but more important, as 
distributors and dealers handling leading brands 
of merchandise, they exert a direct and powerful 
influence upon your product’s acceptance at the 


point of sale. As 


these survey results show, 


important business men not only read Selec- 
ciones regularly—they believe in it as a strong 


selling force! 


For the complete results of the IPOR sur- 
vey made in Cuba, Colombia, Panama, Peru, 
Mexico and Venezuela, mail the coupon. 


DEALERS 
Automotive 0 
Grocery 0 
Electrical Appliance 0 


\ 
Selecciones del Reader’s Digest 
230 Park Ave., New York 17, New York 
Please send me survey results for the following fields: 


DISTRIBUTORS 
Office Equipment 0 
Chemical Products 0 
Agricultural Implements 0 
Construction Machinery 0 


all 


ins | 


PROFESSIONAL Industrial Machinery 0 
Druggists 0 
Doctors 0 SUMMARY BOOKLET 
Hospital Superintendents 0 All groups O 
Name 
Company 
Address 
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Wonderful Entertainment 


Each day 150 ladies from 
women’s clubs, church and civic 
groups get their tickets months 
in advance to meet in the studio 
for a wonderful half hour. The 
new, unique contests and games 
include the home viewers by use 
of the telephone . . . so everyone 
has fun. 


7 Famous Entertainers 


Fun-loving Ad Weinert, one of 
Baltimore’s outstanding  tele- 
vision personalities, teams up 
with the “Clark Gable of tele- 
vision”, Jack Redfern and the 
lovable clown, “‘Kay-Kay” to 
add that extra zest to this fast 
moving, spirited show. : 


Constant 
In-Store Action 


In each store, shelf position 
is improved...special product 
identification and displays are 
arranged. Cooperating dealers 
receive free plugs on the air. 
Arrangements are made for 
Kitchen Karnival of Fun prod- 
ucts to be advertised in dealer's 
hand bills and /or newspaper ads. 


i : “9 


ent. 


{a aa eae 


_ 
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Prizes for audiences 
and dealers 


Among the many fabulous prizes 
are the Wonder Bags. . . shop- 
ping bags chockfull of advertised 
products. These bags are given 
away at the rate of 15 a day. 
What could be a better way to 
have your product actually 
sampled by consumers? 


Complete Merchandising 


WBAL-TV’s special merchan- 
dising staff makes weekly calls 
on a selected list of outstanding 
grocers, chain and super markets 
—checking stocks of advertised 
products, urging dealers to buy 
where stocks are lacking, report- 


a ing stock supplies to brokers 


The all inclusive tS 
Rainbow Contest 


This contest includes your product, 
grocers and consumers. It gives 
added incentives to housewives to 
buy your product, and provides 
powerful incentives for dealers to 
stock and push your product. In 
the course of each week 25 stores, 
5 daily, participate on this multiple- 
/ impact sales promotion plan. It's 
the closest thing to ‘forced dis- 
tribution’”’ you've ever seen. 


nderful show for merchandising 


Ms 


It’s exciting! It’s colorful! It’s colossal! And 
it actually puts an added sales force to work 
for you. Kitchen Karnival of Fun seen on 
television every Monday thru Friday at 12 
to 12:30 PM combines carnival spirit, fun, 


games and stunts plus strong product 
merchandising. 


Adapting the carnival motif, the sets for this 
popular show are individual carnival booths. 
Each advertiser has his product spotlighted 
in a separate booth featuring an eyecatch- 
ing mass display with the sponsor's name 
which provides continual identification 
throughout the show. 


During the past four years Kitchen Karnival 
has been a highly successful and extremely 


“THRU FRIDAY 


popular radio show at WBAL. The Kitchen 
Karnival of Fun is the television adaptation. 
Backed by stronger sales promotion, more 
complete merchandising, the Kitchen Karni- 
val of Fun now offers even greater sales 
impact to your advertising campaign. 


Kitchen Karnival of Fun combines a complete 
package of a highly entertaining television 
show with sales promotion and continual 
merchandising to make an irresistible vehicle. 
It makes everyone happy . . . the audience 
. .. the consumer .. . the grocer. . . his 
salesmen . . . and you, the advertisers. 


Get on the band wagon, now. Get the full 
details about Kitchen Karnival of Fun and 
get ready to start counting up the profits. 
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Woolf Discusses ‘Committee Thinking’ 


What Industry and Distribution Are Doing 
to Counter the Inroads of Off-List Competition 


By E. B. Weiss 
Director of Merchandising, 
Grey Advertising Agency Inc. 


Some months ago, the sales manager of 
a distributor of Lewyt vacuum cleaners 
donned a sandwich man’s outfit and pa- 
raded in front of S. Klein’s Union Square 
Store in New York in protest against that 
store’s price-slashing tactics on this well- 
known appliance. 

As a dramatic bid for attention, it was 
a triumph! 

As a concrete solution to the off-list 
problem, it was a total dud! 

(And I might add that for several 
weeks before that sales executive hit the 
headlines, and for at least several weeks 
after, an advertisement sponsored by a 
discounter was appearing quite regularly 
in the New York Times offering the 
Lewyt vacuum cleaner at a substantial 
discount.) 


s It can hardly be said with accuracy that 
manufacturers and those engaged in dis- 
tribution have responded swiftly, ener- 
getically and purposefully to the prob- 
lems posed by off-list merchandising. 

Only a limited number—really a piti- 
fully small group—of manufacturers have 
tackled the problem with courage, with 
sincerity, and with sagacious business 
statesmanship. Precisely the same is true 
with respect to those involved in distri- 
bution—wholesalers, retailers, etc. 

Of wailing there has been no dearth. 
Of speech-making there has been a ple- 
thora. Of hit-and-run merchandising tac- 
tics there has been a plentitude. And of 
double talk, double-faced grimacing, hy- 
pocrisy and down-right deceit there has 
been a landslide. 


= Yet here and there we find manufac- 
turers who are coming to grips in a 
truly comprehensive and honest way with 
the off-list revolution. This article will 
include a report on the plans of some of 


. these organizations. But first let’s take 


a hop, skip and jump over the strategy 
and tactics of the multitude of organiza- 
tions that are worried about off-list re- 
tailing. 

I wish it were possible to state that a 
pattern of action is discernable as one 
sorts out the multitude of retaliatory steps 
taken here and there. But no panacea has 
yet emerged; and I rather doubt that a 
panacea will ever emerge. 

I doubt that a panacea will ever emerge 
because the off-list revolution has gone 
too far, it has won too high a degree of 
public acceptance, it has grown out of too 
many irremediable sore spots in our total 
economy, ever to be eliminated by a 
“wonder drug.” I doubt the arrival of a 
panacea for another reason, also: the plan 
that works well for one manufacturer, or 
for one type of wholesaler or retailer, 
may have small application elsewhere. 


In this, the third of four articles reviewing the problem of off-list selling and dis- 
count operation, Mr. Weiss details the efforts being made to counter the in- 
roads of discount sellers—mostly ineffectual, but in one or two instances 
outstandingly effective. The first article in this series enumerated the numerous 
varieties of off-list selling and pointed out that the discount house is merely 
the facade of the off-list revolution. The second reported how discount houses 
and off-list sellers get their inventories, including inventories of advertised and 
fair-traded merchandise. Next week, in the final article in the series, Mr. Weiss 
will present his views on the future of discount selling and the changes in 
distribution which he believes it will bring about. 


. 


The angles of the problem, its ramifica- 
tions, vary enormously as between indus- 
tries and markets. Solutions will have to 
vary accordingly. 


= But let’s see what those manufacturers, 
wholesalers, retailers, etc., who have eith- 
er been forced into piecemeal retaliatory 
action or who have smartly seen oppor- 
tunity for a brilliant general counter- 
offensive are doing. And let us measure 
the effectiveness of these  counter- 
measures. 

Suppose we start with the retailer, and 
work back to the manufacturer. 


= The department store, personified by 
the National Retail Dry Goods Assn., has 
been especially vociferous in its verbal 
attacks on the discount operation. What 
is the department store doing concretely 
to meet this new competition? 


e 1. Private labels 
As one might suspect, the department 
store promptly begins to think in terms of 


the private label as soon as it meets price 


competition. That is almost traditional in 
the department store field. 

Yet the entire history of department- 
store exploitation of private labels has 
been studded with failure. Indeed, with 
only a few exceptions, it has been almost 
a total failure. But periodically depart- 
ment stores turn to the private label, 
either in an attempt to “scare” their 
branded resources, or because they really 
believe they see salvation in the private 
label. (I suspect it is usually more of the 
former than the latter.) 


# Currently, the department stores in- 
cline to become quite jealous of what they 
seem to conclude is the “impregnable” 
position of Sears vis-a-vis the off-list op- 
erator. And they also conclude that Sears 
has achieved this enviable position be- 


cause Sears is almost entirely a “private. 


label” operation (with those “private” 
labels backed by an advertising budget 
of more than $50,000,000!). 

Somehow, the department stores ap- 
pear to be entirely unaware of the fact 
that Sears is feeling off-list competition 
severely—as admitted by its top execu- 


tives and as evidenced by Sears newspa- 
per and catalog advertising directly at- 
tacking the off-list operator. (The private 
label, with its weaker social acceptance, 
definitely feels the competition of the na- 
tional label sold at a cut price.) Be that 
as it may—there is no doubt that the de- 
partment store will talk more and more 
about the private label. Whether it will 
do more and more about the private label 
is dubious. 


e 2. Stripped-down outlets 

Retailing Daily gives the following 
news report of a stripped-down outlet 
recently opened by Carson Pirie Scott of 
Chicago: 

Cash and carry is the basic merchandising 
theme of the new home furnishings warehouse 
store officially opened by Carson Pirie Scott 
& Co. today. 

The branch store, which occupies some 33,- 
000 square feet in the firm’s service building, 
is designed to cater to the bargain-minded 
customer who will sacrifice the niceties of 
downtown shopping for the additional dis- 


count made possible by a low overhead op- 
eration. 


Fixtures in the store are extremely simple, 
floors are bare, the outside walls are bare 
brick, and the section dividers, which sepa- 
rate the store from the warehouse, are wooden 
slats. 

The store carries a full line of home furnish- 
ings, including furniture, bedding, floor cov- 
erings, major appliances, television, china, 
glass, housewares, hardware, paints, lamps, 
curtains and draperies, linens, juvenile furni- 
ture and toys, and garden tools. In addition, a 
line of men’s work clothes is also being of- 
fered. 


According to a store executive, a good 
part of the stock will be items from the 
main Carson Pirie store downtown. It will 
feature “over-bought” main store items 
and “some damaged merchandise,” both 
at special prices. 

Several other department stores have 
had such outlets for some time; others are 
now opening or will soon open such out- 
lets. This is presumably meeting fire with 
fire. However, I question the ability of 
the department stores to meet head-on the 
competition of the off-list operator. This 
is a rough-and-tumble, extremely fast- 
moving operation. Speed is particularly 
important—and most discount operators 
can, for example, grab off a “special,” 
promote it and sell it before the depart- 
ment store buyer has been able to get a 
confirmation from “upstairs”! 


e 3. Resource concentration 

In several severely affected depart- 
ments, some department stores are tend- 
ing toward elimination of excess brands 
and particularly those brands that have 
gone out of their way to cultivate the dis- 
count operator. Indeed, there has been 
talk about cutting some categories from 
as many as 15 competing brands, to just 
two or three. 

But that’s hardly likely to happen, one 
reason being that many of these com- 
peting brands are stocked not for turn- 
over but because of “allowances.” So 
long as the department head must buy 
“allowances” in order to make a satis- 
factory showing, there will not be drastic 
resource concentration. 

But generally speaking, it is entirely 
possible that there will be a trend by de- 
partment stores toward at least a mod- 
erate reduction in resources. That could 
be of some help. The more important an 
outlet is to a supplier, the closer the de- 
gree of cooperation between the two. 


e 4. Price wars 

Periodically, price wars started by dis- 
count operators will be joined by the de- 
partment store. Hecht’s has done that in 
Washington, where the off-list situation 
is acute. Macy’s recently did it—again— 
in New York. 

I suspect there will be an increase in 
these price wars. Of course, they settle 
nothing—they simply add fuel to the 
flame. They still further condition the 
public to look for off-list prices. Also, 
with the tiny net profit percentage turned 
in by the department store these days, it 
is questionable how much profit they can 
afford to throw away. 

I doubt that price wars by department 
stores will ever get back to the “global” 
scale of some years ago; few department 
stores have a fat enough war chest! But 
price wars will very likely be one of the 
answers of the department store to off- 
list competition. It won’t be a very satis- 
factory answer. 


You Can Get Reprints 


Reprints of the complete series of 
four articles by E. B. Weiss on the 
Off-List Revolution will be avail- 
able in booklet form. This thought- 
ful, provocative study of the major 
merchandising problem of the age 
should be must reading for every- 
one who is concerned with the 
realities of retail selling and buying. 

Order copies from the Library, 
ADVERTISING AGE, 200 E. Illinois St., 
Chicago 11. The price is $1 for sin- 
gle copies, 20% off for five or more 
in a single order. Please send check 
with order. 
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e 5. Anti-showroom techniques 

Department stores—and of course, oth- 
er stores, too—are being used as “show- 
rooms” by hordes of shoppers. Discount 
operators encourage the practice. Depart- 
ment stores have developed many tech- 
niques to make it difficult for the shopper 
to get model and serial numbers, etc. 
Manufacturers are cooperating with them. 
That may frustrate the off-list shopper to 
some degree. 

But the shopper who is sufficiently per- 
sistent will hardly be thwarted by such 
tactics. Moreover, as the discount opera- 
tion becomes more firmly entrenched, and 
as it thrives on strong national brands, I 
imagine there will be less and less shop- 
per need for this use of department stores 
and other outlets as showrooms. Also, the 
basic problem is not to deny the shopper 
the use of the legitimate store as a show- 
room but to sell the shopper when she is 
in the store! The former tends to get too 
much attention; the latter too little. 


e 6. Forced retreat 

Some department stores are giving up 
departments—appliances, for example— 
because of discount competition. If that 
were to continue, the end result would be 
so few departments that this outlet would 


‘hardly any longer be a “department” 


store. It is not sound strategy to meet 
competition by turning the battle field 
over to them. 

Other department stores are leasing de- 
partments that prove unable to meet off- 
list competition. This could, and has, led 
these department stores into a discount- 
type of operation in these departments. 

The leased-department concept has 
much to recommend it—in some cate- 
gories. Quite the reverse is true in other 
categories. Moreover, it must have its 
limitations; otherwise, a department store 
would eventually become merely a build- 
ing housing leased departments. That 
would mean that the department store is 
really in the real estate business, not in 
the merchandising business. (I might add 
that some department stores are right 
now just about in this very position.) 


e 7. Forcing manufacturer’s fair trade 

hands 

In some instances, department stores 
which are faced with off-list competition 
on fair trade lines are cutting prices not 
so much to meet discount competition, but 
rather in an attempt to force the manu- 
facturer to come out in the open and en- 
force his fair trade provisions. That 
strikes me as being very much the same 
as reaching around with your left hand 
to scratch your right ear—sort of round- 
about. (Incidentally, another reason for 
cutting fair trade prices has been to es- 
tablish a “legal” record of price cuts to 
which the manufacturer, over a consider- 
able period, made no objection.) 


e@ 8. Elimination from catalogs 

It is quite noticeable that department 
store catalogs are omitting some of the 
most fiercely slashed brands. This is true, 
for example, in electrical housewares. 
Whether department stores can hope to 
combat the discounter’s catalog listing 
top brands at cut prices with a catalog 
showing lesser-known brands at higher 
prices is debatable. 


e 9. Boycott 

There have been hints about boycotts of 
brands that are price footballed. How- 
ever, the spectre of the Department of 
Justice frustrates any concerted effort of 
this sort, and one store is hardly likely 
to go it alone because that leaves a door 
wide open for competition. Boycotts hold 
out small hope. 


e@ 10. Legal approach 

The National Retail Dry Goods Assn. 
has been making studies of revisions in 
state fair trade laws that might strength- 
en fair trade enforcement. Other legal 
steps are under consideration. 

Where the off-list operation involves a 
public disservice—and more particularly 
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STURDY TALK—A spread from the July issue of Electrical Merchandising, in which Gen- 
eral Electric emphasizes what it has done and is doing to stop off-list selling. There are 
plenty of indications that GE and others have their work cut out for them on this score. 


a disservice that fails to balance out any 
real savings to the shopper—then the le- 
gal approach has merit. But where the 
legal approach simply attempts to per- 
petuate “economic falsies” it will be no 
more successful than were the attempts 
in bygone days to deal legal death blows 
to the mail order houses, the chains, 
house-to-house selling, the food super, 
etc. 

To date, the record hardly gives reason 
for optimism with regard to the legal 
route. The law has a difficult enough time 
keeping up with those who want to evade 
and avoid it—generally speaking, the law 
is at least two steps behind these gentry. 
When, in addition, those who have fought 
for the law proceed to fight against it by 
themselves violating it in spirit as well 
as in practice, then the legal approach has 
ten counts against it. 


e@ 11. More comparative price adver- 

tising 

Again thinking in terms of meeting fire 
with fire, some department stores are 
either returning to comparative price ad- 
vertising (after having discarded that 
technique years ago), or are running still 
more comparative price advertising. Hud- 
son’s, in Detroit, recently ran a compara- 
tive price promotion—after a lapse of 
some ten years—featuring over 150 na- 
tionally-advertised items at cut prices. 
Included were such brand names as Ham- 
ilton Beach, Nesco, Westinghouse, John- 
son’s Wax, Revere, Presto, Telechron, 
Seth Thomas, etc. 

However, it is unlikely that Hudson, or 
any other department store, can earn a 
profit when it takes these mark-downs; 
there is little doubt that the discount op- 
erator can squeeze a profit out of a tiny 
markup. If a profit can’t be earned at 
the cut price, then I would imagine that 
the victory, if any, is simply pyrrhic. 


e 12. Talkathon 

Department store executives are doing 
more than a bit of speech-making—with 
the discount house their target. One 
would have to be a considerable optimist 
to conclude that these talks accomplish 
anything other, perhaps, than to give still 
further publicity to the discount operator. 


s Conclusions on Department Stores: 

I am sure that the foregoing is not a 
complete list of what department stores 
are doing, directly and indirectly, to com- 
bat the discount operator. There has been, 
for example, a considerable acceleration 
in department store buying and promo- 
tion of special buys of all kinds. There 
has been some effort to cut ever-rising 
department store costs, although, unfor- 
tunately, the latest statistics fail to indi- 
cate measurable progress in this direc- 
tion. There are sporadic demands by de- 
partment stores for larger margins; a big 


Chicago department store quite recently 
added its voice to this particular clamor. 
(I must confess that I can’t comprehend 
how a higher margin, even if not accom- 
panied by a price rise, will enable de- 
partment stores to compete successfully 
against the low markup discount opera- 
tor.) 

But even if that list of department 
store changes and innovations designed to 
fight off the off-list operator were dou- 
bled, I’m afraid it still wouldn’t add up 
to a program in any way fundamental 
enough or big enough to cope with the 
problem. 


s The Chain’s Answer to the Discounter: 

Now—what are the chains doing be- 
cause of the discount -operator? 

Well, some chains are doing some of the 
things that the department stores are do- 
ing. Readers who are so inclined might 
refer back to the 12 points just listed. 

I suspect, though, that the chains will 
be more prompt, and more dynamic in 
their reaction to discount competition. 
Sears, for example, is not making the 
same mistake that department stores have 
historically made time and again—smugly 
concluding that “those little pirates can’t 
hurt us.” Sears is responding vigorously 
to discount competition with advertising 
specifically framed to meet these new 
rivals, with special price promotions, and 
probably in other ways not too easily 
spotted by the outside observer. 


a A two-page Sears newspaper insertion 
in Chicago, for example, promofing Ken- 
more and Coldspot appliances, was head- 
lined: 

“Discounts? Deals? Cards? Trade-ins? 
Sears offers bigger savings to everyone— 
every day!” Copy read: “Sold only by 
Sears...nationally advertised...no dis- 
counts or trade-ins needed. Why deal in 
discounts? Buy products you can trust 
from Sears, a name you know, and be 
assured that merchandise is fully guar- 
anteed for your complete satisfaction... 
Economical, dependable service is always 
available anywhere. ..Sears service is na- 
tionwide, wherever you move or live... 

.“The advertised price is the total price, 
no hidden extra ‘add-ons’...The instal- 
ment plan is fair and reasonable, not 
padded or inflated...You will get your 
money back if you are not completely sat- 
isfied...No hidden spiraling costs. ..No 
special deals needed...No discount cards 
needed...No trade-ins needed...No in- 
flated list prices. ..One low, low price for 
all...Free delivery and installation. Com- 
pare finance charges.” 

Certainly statements made by top Sears 
executives, and quoted in the first article 
of this series, show a frank appraisal of 
the off-list revolution and a resolute will- 
ingness to study it honestly and to plan 
courageously to cope with it. I believe 
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that, step by step, Sears will unfold what 
will total up within the next few years 
to a complete program for combatting the 
inroads of the off-list operator. And I’m 
certain that this program will not be 
premised on a foredoomed effort to main- 
tain the status quo; revolutions seldom 
permit that and this is a revolution in 
markup, in concepts of retail service, etc. 

Other chains are actually dunking a 
toe in discount waters. Whelan’s is ex- 
perimenting with the discount operation. 
Davega has opened a discount operation 
in West New York, N. J. A number of 
specialty chains have even changed 
their basic price lining in order to slash 
back at the off-list operator. 

The sum total of what the drug, variety, 
hardware, automobile supply, and other 
hard and soft goods chains have done to 
battle with their new competition is 
somewhat larger than that of department 
stores—but .not much. 


@ In one respect though, at least some 
chains can outperform most department 
stores in retaliation and that is in the 
store-controlled brand sector. The chains 
have had a considerable success with 
their own brands—and it is pertinent to 
note that, years ago, it was price cutting 
on national brands by department stores 
and other outlets, including the chains 
themselves, that drove the chains into 
private brands. 

However, discount operators claim— 
and I think this claim is entitled to seri- 
ous consideration—that it’s a cinch to sell 
a manufacturer’s nationally-known brand, 
even at a slightly higher price, in com- 
petition with most of the private brands 
of many (not all) of the chains. One rea- 
son is that not many store brands are as 
well known as competing manufacturer 
brands; there are exceptions, such as 
some of the Sears brands, but generally 
speaking this explanation is valid. Bear 
in mind that the basis of the off-list oper- 
ator’s program is the public’s ready ac- 
ceptance of well-known brands even 
when sold in an atmosphere that other- 
wise might repel a shopper. 


@ A second reason is that hard-to-pin- 
down but vital matter of “social accept- 
ance.” Where price is the same, or about 
the same, the shopper is apt to pick the 
label that ostensibly confers the greater 
degree of social prestige. The store label 
seldom plays that role. 

A third reason is that, aside from the 
architectural glamor of some of their 
newest shopping center units, so many 
chain stores really offer a service pro- 
gram that doesn’t rate much higher than 
that of the off-list operator. Their sales- 
people, who usually are in reality mere 
floor attendants, just can’t compete with 
the highly-paid salespeople in so many 
of the discount outlets. As a matter of 
fact, the take-home pay of a big percent- 
age of the salespeople engaged in discount 
selling in its various aspects clearly makes 
them the plutocrats of the retail selling 
world. Money attracts talent—that’s basic! 


s But in addition to the lack of selling, 
so many of the chains either do not have 
delivery service, or credit services, or 
repair services—or these services are so 
poorly managed or are so costly—that the 
discount operator has little reason to con- 
cern himself over this aspect of much 
chain service competition. Consequently, 
he finds that segments of the public are 
quite willing to buy manufacturer’s 
known brands from him in competition 
with the store-controlled brands of the 
chains. Moreover, the off-list operator 
usually under-sells most chains—or ap- 
pears to do so. 

I believe that a number of our big 
chains, in a number of different fields, 
have definitely felt the rivalry of the off- 
list operation. I think this is true of the 
variety chain, especially with respect to 
many of its newer merchandise categories 
such as electrical housewares, etc. 
I think it is true of the drug chain, 
especially with respect to many of its 
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A new era is underway these bustling 
days in Philadelphia—city of homes and 
history, of Franklin Institute and Fels Plane- 
tarium, of Rittenhouse Square and Chestnut 


Hill. 


Penn Center is now rising on the site of 
the old Broad Street Station to give cen- 
tral city a new face of youthful vigor. This 
$100,000,000 development will cover 22 
acres. Construction plans include four 20- 
story office buildings, a 1000-room hotel, a 
500-unit apartment house and a transpor- 
tation center grouped around an open espla* 
nade, with shops. 


Building activity extends far beyond the city 
limits. It fans out to encompass the vast 
14-county Greater Philadelphia Market. 


Here live more than four and one-half mil- 
lion people. They are home-owning, home- 
loving family folks. They buy carefully and 
wisely. They'll buy your product again and 
again once convinced of its merit. 


These are the people who read The Evening 
and Sunday Bulletin—the newspaper that 
reflects the character, needs and interests of 
the entire region. 

The Bulletin is Philadelphia’s favorite news- 
paper—Philadelphians buy it, read it, trust 
it and respond to its advertising. 


The Bulletin is Philadelphia. 


“Tuts is GREATER PutLaDELpHia,” a 64-page brochure 
about the Greater Philadelphia Market —its people and 
its industrial growth—is now available. Please use your 
business letterhead in requesting your free copy. 


In Philadelphia 
nearly everybody 
reads The Bulletin 


ADVERTISING OFFICES: Philadelphia, Filbert and Juniper Sts. ; 
New York, 285 Madison Ave.; Chicago, 520 North Michigan Ave. 


REPRESENTATIVES: Sawyer Ferguson Walker Company in 
Detroit + 


Atlanta + Los Angeles + 


San Francisco 
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newer and some of its old non-drug cate- 
gories. And so help me, I think that the 
food super is feeling this competition on 
some of its new non-food categories and 
if it weren’t for tape plans, and such 
promotional schemes (which in my book 
constitute off-list retailing), I think the 
food super would have felt this competi- 
tion still more strongly. 

So I’m afraid that we are compelled to 
conclude that, with the possible exception 
of Sears and probably a few other chains, 
most of the chain stores are merely 
throwing light jabs at an opponent who 
probably couldn’t be floored by an upper- 
cut right up from the floor. 


= Then we come to that will-o’-the-wisp, 
the so-called “independent.” I’ve never 
been able to get a clear definition of an 
“independent,” but, for the nonce, suppose 
we think in terms of the smaller specialty 
store of innumerable types and of the in- 
dependently-owned food stores, drug 
stores, hardware stores, etc., etc. 

What is the independent retailer doing 
in view of off-list competition? 

In addition to plans invoked by depart- 
ment and chain stores, here is a quick 
run up of what some independents are 
doing: 


e 1.—Several retail associations are 
keeping their members informed on what 
brands are being sold at cut prices by dis- 
count operators. The hope is that this will 
“suggest” to retailers the wisdom of com- 
plaining to the manufacturers of these 
brands. Somehow, if I were a discount 
operator, I wouldn’t worry about that! 
(It’s also legally dangerous.) 


e 2.—Other retail associations are try- 
ing to get their members to buy only 
from jobbers who do not sell discount 
houses. That is hardly calculated to alarm 
the discount operator; the jobber is largely 
impotent to do anything. 


e 3.—Several retail associations are 
talking in terms of buying pools. So are 
some groups of retailers. As a matter of 
fact, a number of these buying pools have 
been formed lately and, of course, a few 
have been in existence for years. The 
objects of these buying pools include 
“throwing the fear of God into the whole- 
saler” and probably ditto for the man- 
ufacturer. The movement is a tiny one; 
its history has hardly been dynamic. It 
will be discounted by the discount oper- 
ator. 


e 4.—Quite a number of local groups 
of retailers have taken joint space to 
warn the public against the discount oper- 
ator. In Dallas, for example, authorized 
new car dealers took newspaper space, ra- 
dio, outdoor, etc., to feature the services 
of the authorized dealer. The Knoxville 
Retail Furniture Dealers Assm: ran adver- 
tising explaining just what the wholesale 
price is—and urging customers to con- 
sider the “facts” before being “tempted by 
so-called wholesale prices.” 

I believe that several scores of such 
campaigns will have been run in as many 
cities this year. But I’m afraid that they 
will make no more of an impression on 
the public than does much institutional 
advertising by manufacturers. The “facts” 
presented aren’t always facts—and inas- 
much as a substantial percentage of the 
people who read these ads have already 
made one or more purchases from a dis- 
count operator (including purchases made 
off-list from some of the stores signing the 
ad!), and since these shoppers have not 
too frequently felt that they were “stuck” 
by the off-list operator, I conclude that 
the public will conclude that this adver- 
tising is not 100% in the public interest. 


e 5—The American National Retail 
Jewelers’ Assn. has formed a Retail Jew- 
elers Trade Council for the express pur- 
pose of curbing the discount operator. It 
has retained counsel to advise state jew- 
elry trade associations on legal means of 
putting the discount operator to rout. I 
wish I could enthuse over this approach, 
but, to date, the lawyer has compiled a 


pretty poor record as the destrcyer of the 
discounter, especially where his is the 
sole or even the principal role. 


e 6—There has been some talk by 
some independents of dropping all brands 
that are being flagrantly price cut. That 
would leave them with a really fast mov- 
ing inventory! 


e 7.—Other independents are trying to 
operate with the thinnest possible inven- 
tory on price-cut brands. A thin inventory 
is usually an unbalanced inventory! Or it 
is an inventory that lacks display sellabil- 
ity, a rather important factor these days 
of self-selection. Neither type of inven- 
tory is calculated to do the independent 
much good, or to cause the off-list oper- 
ator to start biting his nails. 


e 8—Some independents have actual- 
ly asked their banks to compel the dis- 
counter to cease and desist. Inasmuch as 
many banks encourage discount buying 
clubs among their employes this approach 
hardly seems logical—assuming that a 
banker would take the requested action, 
which I seriously doubt. I believe that off- 
list operators are also customers of 
banks—and maybe larger bank customers 
than many other retailers. 


e 9—A considerable number of in- 
dependents have done what too few de- 
partment stores or chains have attempted. 
They’ve decided that the first step in 
fighting off the discounter involves a 
house-cleaning rather than gun-toting. 
They’ve improved their services, they’ve 
begun to select better salespeople and 
train them better; they’ve improved their 
inventory techniques, merchandising 
techniques, display techniques, their pro- 
motions, etc. This, of course, is the tough 
approach; that may be why so few retail- 
ers—especially our large retailers—have 
taken this route! 

It’s a very sensible route, because so 
far as I can see, it’s one of the few routes 
that is premised on departing from the 
status quo. 

And if you think that that is an ex- 
aggerated observation then read this com- 
ment with a Washington dateline which I 
came across in the press the other day. I 
quote: “Leaders of the American Retail 
Federation confessed today that they have 
been unable to date to develop any ‘gen- 
eral panacea’ for meeting the problem of 
competition with discount houses.” 

So much with respect to retaildom and 
its reactions to its off-list rival. 


e What about the wholesaler? I think the 
wholesaler—be he a distributor, a sales 
agent, a broker, a jobber, or whatever—is 
on the traditional hot seat. 

There is little he can do legally or 
otherwise. And as might be expected, he 
has done even less than he could do. 

As a consequence, I am afraid that we 
must almost completely dismiss as ir- 
relevant, immaterial and incompetent 
what the wholesaler has evolved as his 
contribution to smothering the discount 
operator. Like the manufacturer, the 
wholesaler has done much more to nour- 
ish the discounter than to starve him— 
always noting the few exceptions. 

I am reminded, in this connection, of 
one distributor of major appliances who 
announced that it would be his policy not 
to sell knowingly to a discount operator. 
That, of course, is legal double-talk. 

It is entirely true that the wholesaler 
is caught right in the middle of a bad 
situation. Legally, his position is really 
fearfully precarious. But leaving aside 
justifications or lack of it, the whole- 
saler’s role as the terror of the discounter 
exists only in someone’s fertile imagina- 
tion. 


s Now—what are the manufacturers do- 
ing as a result of the off-list revolution? 

I am compelled to remark that the rec- 
ord of the lion’s share of our manufac- 
turers is only somewhat more impressive 
than that of our retailers. The few ex- 
ceptions—companies like General Elec- 
tric, Sheaffer Pen, Doeskin, and a few 
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SIX-MONTH REPORT—A Doeskin ad in Pro- 
gressive Grocer last fall, in which the 
manufacturer takes time out from its “fair 
profit” war to report that retailers are 
doing well under its policies. 


others—stand out in startling contrast. 

Because it is only natural for a medi- 
um-size manufacturer, when confront- 
ed with the program of a giant manufac- 
turer like General Electric, to say: “But 
how the dickens can I afford to do what 
GE does?”—and also because I earnestly 
believe it to be one of the outstanding 
examples of what can be done to com- 
bat cut-price competition, I propose to 
relate here, in some detail, the story of 
Doeskin Products Inc., and its uniquely 
successful counter-offensive launched ov- 
er two years ago against the profit pi- 
rates of its industry. 

I have referred several times in this 
series to Doeskin Products. I frankly ad- 
mit this is my favorite case history of 
what can—and should more often—be 
done to make fair trade a living reality. 


= Perhaps the best way I can dramatize 
what a fair trade program can accom- 
plish, when it is completely planned and 
is part and parcel of a sound total pro- 
gram, is to mention the fact that for 23 
consecutive months Doeskin has had a 
gain over the same month of the previous 
year. (I might add that this has not 
been typical of the entire industry.) I 
should also cite the fact that, for the 
year 1953, Doeskin turned in a volume 
gain of approximately 30% over 1952— 
a truly remarkable achievement under 
any circumstance, and particularly in 
view of the giant competition with which 
Doeskin must contend in the form of Scott 
Paper and International Cellucotton. 
The entire Doeskin fair trade program 
revolves around the basic premise that 
the distributing trades, wholesale and 
retail, are entitled to a livable profit, and 
that a manufacturér, no matter how strong 
his brand, is not privileged to leech away 
the gross margins of his trade to the point 
where, irrespective of turnover, the trade 
is moving a brand at a net loss. The Doe- 
skin fair trade program assures the rctail 
trade a full 30% profit. It is able to give 
this assurance because the Doeskin fair 
trade program is energetically enforced. 


® Having established that as a funda- 
mental policy, Doeskin then proceeded to 
make it a living reality in these ways: 


e 1—By constantly pounding away at 
fair trade in its bulletins to its own sales 
force. I dare say that there is probably uot 
a single manufacturer’s sales force in 
this country that has been told so much 
about fair trade, that has been taught so 
much about fair trade, and that uses fair 
trade so much in its daily activities. When 
one reads the Doeskin bulletins to its 
own salesmen, one comes across such 
statements as: 

“Every Doeskin salesman has a large 
bag of sales tools to work with, but his 
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single most important tool is the policy 
of fair trade and fair profits.” 

This manufacturer thus puts his fair 
trade policy on the line to his own sales 
force and does it time and time again in 
every conceivable way. Thus there is no 
doubt in the mind of each one of his 
salesmen that the fair trade policy is both 
a policy and a program, and not merely 
a scrap of paper. 


e 2.—Doeskin has featured its fair 
trade-fair profit program in business pa- 
per advertising addressed to its retail 
trade. This has been truly dynamic copy. 
It minces no words. It was built around 
the powerful theme “Crusade for Profit,” 
and in single pages and double pages, 
Doeskin spelled out precisely the trade’s 
operating figures on other brands and on 
the Doeskin brand. That theme is now 
being combined with a new theme, “Re- 
volt Against Loss.’ Through this trade 
paper program, and of course, through the 
continuing efforts of its sales force, the 
trade unmistakably identifies Doeskin as 
a champion of its profits. 


e@ 3.—Doeskin has pointed out to the 
trade time and again that they can ef- 
fectively retaliate against those manufac- 
turers who are unconcerned with the 
trade’s profits. Doeskin does this by ex- 
plaining to the trade that in this age of 
self-service and self-selection “unseen is 
unsold” and the trade is urged to act 
upon this axiom in two ways: 

(a) by playing down in shelf display 
brands that produce a loss, and of 
course... 

(b) by playing up visually in shelf dis- 
play the Doeskin brand. 


e@ 4.—Doeskin has run a consistent pub- 
licity campaign in the trade press and in 
consumer media emphasizing the trade’s 
rights to a livable profit. This has been 
a highly successful program and has in- 
cluded the appearance before a congres- 
sional committee of Emanuel Katz, who 
is president of Doeskin. 


e 5.—Doeskin has even gone to the ex- 
tent of running a full-page newspaper in- 
sertion at the time of the affirmative U. S. 
Supreme Court decision upholding fair 
trade legislation. 


e 6.—Doeskin has increased its total ad- 
vertising budget constantly. As a matter 
of fact, ever since the fair trade program 
has been shoved into high gear, the in- 
creases in Doeskin’s advertising budget 
on a percentage basis have been somewhat 
larger than its remarkable increases in 
sales volume. 


e@ %.—Doeskin’s wholesalers sign a fair 
trade agreement. 


e 8.—Doeskin wastes no time with 
those who violate its fair trade program. 
Action is swift and conclusive. 


@ 9.—Doeskin salesmen are armed with 
fair trade facts for use in holding meet- 
ings of wholesalers. 


s The above, of course, is merely a list- 
ing of the major steps in the Doeskin pro- 
gram to combat the off-list revolution 
and its attendant loss of profit to the 
distributive trades. The material employed 
in the campaign is voluminous—it is care- 
fully thought out—it is hard hitting. 

The net consequence is that Doeskin 
is indelibly characterized today through- 
out its trade as a company that believes 
in fair trade, practices fair trade, and en- 
ergetically pursues a program of fair 
trade. As I have already mentioned, that 
program has paid off in a sustained sales 
increase of remarkable proportions. 

There is no doubt whatsoever in my 
mind that if there were some hundreds 
of manufacturers, instead of a tiny hand- 
ful, following the Doeskin type of fair 
trade program, the off-list revolution 
would hardly rate the description “revo- 
lution.” 

Naturally, any discussion of how man- 
ufacturers are reacting to the off-list 

revolution must include fair trade—and 
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the Doeskin program that I have just 
outlined, is, of course, based on fair 
trade. What is happening elsewhere on 
the fair trade front? 

That doesn’t involve too difficult a job 
of editorial coverage, because the per- 
centage of manufacturers with a fair 
trade policy integrated with a sound total 
program of pricing, merchandising, mar- 
keting, etc.—and who then back up that 
completely integrated program with ef- 
fective fair trade policing, effective pros- 
ecution of offenders, and with other in- 
dicated enforcement steps—is all too tiny. 

But let’s take a run-over of the few, in 
addition to Doeskin, who are showing 
what fair trade can do when the will, the 
intelligence, and the courage are present 
in proper proportions: 


= There is of course, General Electric. 
Ever since Congress passed the McGuire 
Act in 1952, the Small Appliance Divi- 
sion of General Electric (and other di- 
visions too) has gone all-out in fair trade 
enforcement. I single out GE’s Small Ap- 
pliance Division because I have some in- 
teresting statistics on what this division 
has done to make its fair trade agree- 
ment more than a scrap of paper. 

In less than two years, this division of 
General Electric has: 


e 1. Signed 15,200 agreements with re- 
tailers. 


e 2. Conducted 9,200 shoppings in 43 
states. 


e 3. Sent one or more registered letters 
to 2,300 retailers suspected of discounting. 


e 4. Taken more than 370 legal actions in 
14 states. 


e 5. Has been able to report that “every 
legal action we have finally concluded has 
resulted in an injunction or in an agree- 
ment which assures compliance by the 
retailer charged with violation of the 
fair trade laws.” 


= Moreover, GE’s Small Appliance Divi- 
sion has declared that it: 


e 1. Will continue to stop retailers in 
every state which has fair trade laws. 


e 2. Will investigate every complaint of 
illegal price cutting on GE small appli- 
ances. 


e 3. Will seek voluntary agreements to 
end fair trade violations. 


e 4. Will take legal action in every case 
where it is necessary to enforce compli- 
ance with the laws. 


And whereas the larger percentage of 
manufacturers who are on fair trade lit- 
erally cringe every time a price cutting 
complaint comes in from a dealer, GE’s 
Small Appliance Division, in trade paper 
advertising, urges its dealers to report fair 
trade violations to its fair trade section. 
(Incidentally, precious few manufactur- 
ers have a fair trade department, although 
these same manufacturers have special 
departments for other functions not 
nearly so big in scope or nearly so im- 
portant to the manufacturer and his dis- 
tributing trade.) 

It would be totally wrong to conclude 
that this GE division has stamped cut 
price cutting on its line—or kept its line 
completely out of the hands of the dis- 
counter. But there is no question that 
considerable progress has been made. It 
is interesting to note how frequently, 
these days, discounters will admit they 
can’t get or dare not handle GE’s small 
appliances. 


a It is as clear as clear can be that all 
of the laws on the books, all of the deci- 
sions of the U. S. Supreme Court and of 
the highest state courts, will not make 
fair trade effective unless: 


e 1. The manufacturer’s total program 
makes the operation of a fair trade policy 
possible. 


e2. The manufacturer then proceeds to 


SOFTBALL AND 
SOFTBALL BAT 


TAN TUF. 
FABRIC FOOTRALL 


BADMINTON 
Set 


AUTOGRAPHED FOOTBALL NELMET 
TASLE TENNIS SET 


Phan 


woes ; a fxigman| 
x as TENNIS 
ae Fe, als RACKET 


SUPERMARKETS IN THE ACT—Here is a spread from the 1954 spring-summer catalog of Lob- 
laws, supermarket chain, which lists “over 200 useful items available with Loblaws 
5¢ P-C’s premium certificates.” With each 50¢ in store purchases customers are per- 
mitted to inwest 5¢ “in valuable Loblaw P-C’s, redeemable for America’s finest premi- 


ums.” 


The appearance of this Wilson’s sporting goods spread, as well as other pages 


in the catalog, indicates that the makers of the products featured may be actively 


supporting the premium plan. 


enforce his fair trade agreements with 
every ounce of his energy and with a full 
war chest. 

In the appliance industry—both major 
appliances and small appliances—not 10% 
of the manufacturers who are presumably 
“on fair trade’ can qualify on either of 
these counts; and not 5% can qualify on 
both counts.. 

In other industries, the percentage fig- 
ures just quoted will vary considerably. 
But in few industries is the major part 
of the industry’s output fair traded under 
a program comparable to General Elec- 
tric’s Small Appliance Division. 


= Moreover, there is always that problem 
of time lag to bedevil both the manufac- 
turer and the trade. For example, a num- 
ber of food supers are featuring GE small 
appliances in their tape promotions and 
other premium plans. General Electric 
has announced that it will take action 


.against this practice; and it will. But until 


the practice is stamped out, what is the 
“legitimate” trade to do to meet this 
price-cutting competition? And what 
about the dozen and one ways in which 
the “legitimate” trade, itself, cuts prices 
and makes GE appliances available to 
relatives, employes, friends, and friends 
of friends “at wholesale”? 

Sunbeam is another manufacturer of 
small appliances that has shown an un- 
swerving determination to enforce its 
fair trade policy. Several years ago, Sun- 
beam—which has well over 100,000 retail 
outlets—was able to get well over 90% 
of those outlets to sign a fair trade agree- 
ment; a remarkable feat. Sunbeam has 
shown a willingness to bring to ccurt the 
largest dealers. Several years ago, when 
Macy’s started a small-appliance price 
war, Sunbeam took preliminary legal 
steps which ended only when Macy’s 
agreed to toe the Sunbeam line. 

Early in August, during a meeting of 
its distributors, Philco disenfranchised 
every one of its wholesalers in advance 
at a New York convention. They were 
then given a new agreement to sign. 
Under this new agreement, the factory 
is privileged to buy back merchandise 
that has been transshipped—and ship it 
right back to the distributor from whom 
it came. Also, Philco has the right to 
charge the distributor wholesale cost plus 
freight on this merchandise. This makes 
the distributor clearly responsible for 
controlling his territory. 

Also, Philco will provide its distribu- 
tors with reports indicating the inventory 
of each model that each distributor 
should have on hand in order to do a 
specific volume in a specific time. If a 


distributor should, at any time, have say 
15% more inventory than _ required, 
the factory presumably will stop ship- 
ment promptly until the excess inventory 
is worked off. 

Yet, simultaneously, a Philco executive 
admitted that there will inevitably be a 
degree of liquidation in the appliance and 
television industry. Inventory liquidation 
can seldom be achieved without sacrifice 
of policies and principles. Apparently, 
Philco is getting tough with its distribu- 
tors; whether it is getting equally tough 
with its own internal organization, which 
obviously is not entirely without blame for 
conditions that lead to transshipping, etc., 
hasn’t been announced. 


= In its March 15 issue, American Drug- 
gist reported that “several leading drug 
industry manufacturers are seriously con- 
sidering the advisability of going off fair 
trade—completely.” The paper said: 
“These manufacturers say: ‘We'll have 
to do so, in sheer self-defense, if retail- 
ers continue to promote, at deep-cut 
prices, merchandise which is directly 
competitive to ours. Such competition is 
extremely one-sided. ..because fair trade 
ties our hands and we are unable to fight 
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wan DESCRIPTION RETAIL «=. SFECIA 
Admiral 21" blonde otens consol: HO. $249. 
Admiral 21" mahogany console 299. 199. 
Admiral 21" mahogany seussle 249. 179. 
Admiral 24" mahogany deluxe console 499. ou. 
Admire) 24" blonde console 519. 299. 
Admiral 24" mahogany, with doors 39. 299. 
Admiral 21" blonde combination 19. 249. 
Admiral 21" walnut deluxe combination 539 . 
Admiral 21" deluxe vood-t.m. with legs 9. 197. 
Bendix 27" with UBF Mahogany vith doors 750. 3a. 
Bendix 21" mahogany console 379. 199. 
Dumont 21" mahogany console 339. 198. 
Dumont. 21" deluxe mahogany console 59. 219. 
Dumont 21" mahogany with doors 49. 266. 
CBS * deluxe cons 175 349 
Emerson 21" mahogany console 279 i7s 
Enerson 21" blonde console 389. 199. 
Emerson 21" blonde table model 229. 167. 
General Electric 21" blonde vith doors UKF “59. £59. 
General Electric 21" blonde console with UHF #15. 259. 
General Electric 21" table model 259. . 
General Electric 21" table model 219. 159. 
General Electric 21" deluxe cherry vood console $29. 273. 
Hallicrafter 21" blonde console v/doors 479. 228. 
Hallicrafter 21" mahogany console v/doors 459. 216 
Hallicrafter 24" deluxe console vith doors 575. 269. 
Hallicrafter 17" mahogany console 289. 16. 
Hallicrafter 21" deluxe console 399. 2.4. 
Motorola 21" Prench speviaete) | with doors 469. 239. 
Motorola 21" birch v/vrought iron stand 399. 219. 
Motorola 27" mahogany console 595. 
Motorols 21" table model 199. 14. 
Motorola 21" table model 229. 153. 
Motorola 21" table model 179. 135. 
Phileo 21" table mode) 199. 159. 
Philco 21" console 309. 219. 
Raytheon 21" console 299. 179. 
Raytheon 21" deluxe table model 229. 
Raytheon 17" blonde console v 229 139 
Raytheon 1" blonde console 9 ll 
Raytheon 21" with UMP and radio a49 229 

C.A 21" table model 20 15 
R.C.A 21" mahogany console 299 199 
Stromberg Carlson 1° chinese hand nted 575 2 
Stromberg Carlson 21 bony chinese cabinet is 2 
Stromberg Carlson 21" deluxe, blonde, table model 359. 219 
Stromberg Carlson 24" deluxe mahogany console 490 275 
Stromberg Carlson 24" deluxe blonde, Hi-Fi-.combina 

tion with UHF 1110. Ag 

Sylvania 21" Ralo-Light cons 44g. 299 
Westinghouse 21” blonde console 9. 227 
Westinghouse 1" table e) 239. 181 
Zenit 21" blonde console 389. 209 
Zenith 17" blonde table mode) 189 2g 
Zenith 21" blonde table model 209 139 
Zenith 21" deluxe apes! tedle mode) 239. ° 
Zenith 1” mahogany console ’ 279. 1s. 
Zenith 4” i p& canaede 399. 245. 
Zenith a" console v/doors 5175 55 

mit 21 blonde combination 725 19. 
General Electric 1" table model 199. 147. 
Motorola 21" mahogany console 269. 185. 
Motorole 24° mahogany console 469. 249. 
Westinghouse 21" mahogany console 329 225 
Westinghouse 21" table model 259 159 
Phileo 2." mahogany console 269 


GOT ‘EM Alt—Here is part of a listing of 
hundreds of items and models mailed out 
by Polk Bros., Chicago, said to be the 
country’s largest discount house. It lists tv 
sets made by 14 different manufacturers. 
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back when price cutting sets in.” 

American Druggist then cites several 
unnamed drug leaders who have suffered 
from competitive price cutting, for ex- 
ample, “A leading aspirin is down by 
more than 5 percentage points from its 
share of the aspirin market a year ago.” 
Interestingly, one of the products cited as 
showing a loss in its percent of the total 
market announced an increase in margin 
to the trade less than a year ago. The 
trade had complained that it just couldn’t 
afford to push the brand, despite its fast 
turnover, because the margin was too 
small. Apparently, the lift in margin 
didn’t help much. 


a My observation of some of the compa- 
nies in the broad drug field, as differenti- 
ated from the ethical pharmaceutical 
houses and some of the top cosmetic 
brands, is that here also, too many have 
failed to go all-out in enforcing fair trade 
the contrary, any number of manufactur- 
ers supplying the druggist have deals, 
premium plans, etc., etc., that are almost 
guaranteed to make a shambles of fair 
trade. 


It has been suggested that, if a manu- 
facturer who successfully sues a price 
cutter could then get an injunction that 
would prevent that price cutter from of- 
fering discounts on anything he stocks, 
whether made by that particular manu- 
facturer or not—then the discounter could 
not take advantage of the present piece- 
meal approach. As it is, the discounter 
simply says: “I can’t give you a bargain 
on Blank’s; they won’t let me do so. But 
here is Smith’s—it’s just as well known 
and just as good.” (And chances are he’s 
right on both counts!) 

However, I doubt the law could prevent 
the out-and-out discounter from all price 
cutting, when most other retailers cut 
prices periodically. 


= Another suggestion has keen that a 
score or more manufacturers might simul- 
taneously slap a suit on a price cutter. 
Something of that sort—although by no 
means planned in concert—happened to 
Schwegmann’s of New Orleans. It didn’t 
appear even to cause him to pause for 
breath. And if it had been done in con- 
cert, there would have been legal hell to 
pay. 

Other companies that are making ear- 
nest efforts to stamp out discounting on 
their brands, and general price cutting as 
well, include Sheaffer Pen, Revere Cop- 
per & Brass, Ekco Products. Colgate’s re- 
cently won a suit again Korvette. 

I think it is most interesting, however, 
to note that the medium-sized and even 
smaller manufacturers in certain fields 
appear to be more successful than the 
leaders with respect to fair trade and 
maintained prices. I’ve already mentioned 
Doeskin. Another example is Jean R. 
Graef, Inc., which distributes Girard-Per- 
regaux watches in this country. Several 
years ago, when price-cutting on watches 
leaped skyhigh, G-P continued to forge 
ahead primarily because its dealers knew 
that they would not have to contend with 
ruinous price slashing on this brand. 


= What are manufacturers doing besides 
fair trade to fight the discounter—that is, 
where they are so inclined? I would sum 
up their activities in this way: 


e 1. More selective distribution 

A dozen or more manufacturers in sev- 
eral industries have lately announced 
programs that involved cutting down dis- 
tributors, wholesalers, retailers, etc. The 
object is two-fold: (a) to win better co- 
operation from a hand-picked group of 
better outlets; (b) to keep a firmer hand 
on distribution and thus prevent in- 
ventory from leaking out to the discoun- 
ter. In some fields, under some circum- 
stances, the plan has considerable merit. 
But where it runs counter to the shop- 
per’s growing desire to buy almost any- 
thing almost anywhere, it may founder 


= 
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on the rock of shopper resistance. 


@ 2. Re-shaping deal and premium plans 
A small number of manufacturers have 
begun to take their brands out of premi- 
um catalogs and have refused to sell 
their lines for other premium use. But in 
some fields, premiums represent such a 
substantial percentage of the total volume 
of some manufacturers, that this business 
simply cannot be thrown overboard. Oth- 
er manufacturers are re-planning deals so 
that the deals do not encourage price- 
cutting and do not wind up at the dis- 
counters’. 


e 3. Warning letters 

It will be remembered that the presi- 
dents of General Motors and Ford sent 
letters a few months ago to dealers warn- 
ing them against “bootlegging” practices. 
The record suggests that these letters 
were duds. Letters to the trade asking it 
to “behave” and letters of warning to dis- 
counters seldom accomplish much. 


e 4. Cutting off discounters 
Westinghouse recently announced it 
will stop selling its fair-traded appliances 
to organizations using the “club plan” 
of selling. Whether that will keep West- 


___~ inghouse items out of the hands of club 


plan operators is a moot point; if they 
want this brand badly enough they may 
be able to get enough of an inventory at 
least for window-dressing purposes. In 
any event, any program that makes an 
earnest effort to make it more difficult 
for the off-list operator to accumulate an 
inventory is most certainly a step in the 
right direction. (I am compelled to add 
that it is a step in the right direction pro- 
vided outmoded trade margins, unwar- 
ranted high prices, subsidizing of poor 
outlets, etc., are not involved. That pro- 
viso of course, applies to any policy for 
price maintenance.) 


e 5. Limitation on catalog distribution 

Many manufacturers send out their 
catalogs with too little discretion. As cat- 
alog selling by thousands of individuals 
and small operators mushrooms—and it 
is indeed mushrooming—it becomes dou- 
bly important to limit catalog distribu- 
tion. 


Salesense in Advertising... 


e 6. Trade instruction 

Frigidaire has developed a complete 
selling program for its dealers, and wiil 
work closely with them to make this pro- 
gram practically effective. The program 
for the dealer includes: 1. Adequate sales 
manpower. 2. Continuous sales training. 
3. Close sales supervision. 4. Effective 
local advertising. 5. Traffic-puilding store 
activities. 6. Aggressive replacement sell- 
ing. 7. Free trial demonstrations. 8. Stim- 
ulating user programs. 9. Smart time pay- 
ment selling. 10. Training service men to 
sell. 11. Intensified outside selling. 

That program, in whole or part, has 
a lot to recommend it to many manufac- 
turers in diverse fields. 


@ Perhaps because the off-list revolution 
has reached vast proportions only during 
the last year or so in some if not all in- 
dustries, manufacturer plans for com- 
batting it—or living with it, as the case 
may be—are not far advanced. But there 
is plenty of evidence that the problem is 
being deeply pondered in thousands of 
manufacturers’ offices, and I dare say 
that, within the next year or so, we will 
see plenty of concrete evidence of this 
thinking. 

In making that statement, I would hate 
to have it construed as meaning that all 
ranufacturers will develop programs de- 
signed to slug it out with the discounter— 
or that all manufacturers should take such 
action. 

In my opinion, the off-list revolution 
has gone too far—in some, not all indus- 
tries—and, in these fields it is supported 
by too large a segment of the public, to 
make turning back the clock feasible, 
economical, sensible. In some of its 
phases, for some categories of merchan- 
dise, the off-list revolution represents the 
start of the emergence of permanent new 
forms of distribution—precisely as did the 
variety chains, mail-order houses, drug 
chains, etc., in their early days. Distribu- 
tion itself is a dynamic force; it cannot be 
kept static. 

This phase of the off-list revolution— 
that is, its future and how manufactur- 
ers may have to shape their plans because 
of its future—I propose to cover in the 
fourth and final article of this series, ap- 
pearing next week. 


Quistanding Ideas Are Rarely the Product 
of ‘Committee Thinking 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


Said the advertising director of a large 
food corporation to me recently: “I am 
thoroughly convinced that in business to- 
day, and especially in advertising, there is 
far too much of what I call ‘committee 
thinking.’ The theory 
seems to be that if two 
heads are better than 
one, four heads are bet- 
ter than two, and, by 
the same token, eight 
heads are better than 
four, 16 better than 
eight, and so on, ad 
infinitum. 

“In our own organ- 
ization,” my friend James D. Woolf 
went on, “committee thinking is being 
carried to absurd extremes. Decisions on 


‘ 


even relatively minor matters cannot be 
made except by a roomful of a dozen or 
more major and minor executives. Every 
advertisement that is submitted to us by 
our agency must be appraised and initialed 
by no less than 20 individuals—by our 
president, by myself, and by an assort- 
ment of assistant advertising managers, 
product managers, sales promotion spe- 
cialists, merchandising experts, research- 
ers, public relations authorities, and I 
don’t know who all. When and if some of 
our salesmen happen to be in town, and 
often a few of them are, their opinions 
are also solicited. Rarely do we arrive at 
anything even approaching agreement, 
and invariably the advertisement, or me- 
dia plan, or whatever it is, comes out the 
worse for wear after this mass tinkering.” 


= Inasmuch as the author of this charge 
is a man widely respected for his ability 
and common sense, his views are certainly 
worthy of serious consideration. I tend 
strongly to agree with his opinion that ad- 
vertising ideas of a high order are rarely 
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the product of committee thinking. As an 
agency man, as an advertising consultant, 
and as the author of this column, I have 
made it my business for years to investi- 
gate and record the genesis of outstanding 
advertising ideas. 

How did each idea come into being? 


Who laid the egg and under what circum-- 


stances was it hatched? Was it a commit- 
tee or a single brain that dreamed up “A 
Skin You Love to Touch,” “Often a 
Bridesmaid but Never a Bride,” “There’s 
a Ford in Your Future,” “Do You Make 
These Mistakes in English,” “Ballantine’s 
Watches your Belt Line,” “Commander 
Edward Whitehead, Schweppes’ roving 
ambassador”? Offhand, I cannot recall a 
single great and inspired advertising idea 
that was hatched in a huddle. 

In “The Dairy of an Ad Man” James 
Webb Young says this: “Watching an ad- 
vertiser sit on the edge of his chair as the 
results of a market survey were presented 
to him, I realized how eternal springs the 
hope that this kind of mechanism will 
furnish the answer. But it never does. 
Useful as such work is in telling us what 
people are doing, there still remains the 
problem of why they do it, and how to 
disturb their doings. Only creative imagi- 
nation can find the answers.” 


= It has always seemed to me that com- 
mittee thinking is, in a sense, a “kind of 
mechanism.” When from 20 to perhaps 40 
individuals are “surveyed,” as in the case 
of the food company referred to here, by 
no stretch of the imagination can it be 
said that the creative process has been in- 
voked. Out of large and unwieldy group 
meetings what emerges almost invariably 


is a confusing muddle of conflicting 
opinions. The problem of “how to disturb 
their doings” remains unanswered and 
continues to remain so until a single crea- 
tive imagination is permitted to ponder 
and dream in solitude. 

I want to emphasize that my friend does 
not underrate the opinions and knowledge 
of everybody within his organization with 
whom he works. He consults constantly 
with his staff. But he believes firmly that 
the town meeting procedure that prevails 
in his company (which is none of his 
doing) is not producing the best possible 
advertising. 

If I understand him correctly, he feels 
that his agency should not have to con- 
tact regularly more than three or four in- 
dividuals, including himself, as represen- 
tatives of his company. And he feels just 
as strongly that these few individuals, and 
these alone, should have complete au- 
thority to approve the agency’s recom- 
mendations. 

Many advertisers may not agree with 
this man’s point of view. It is not for me 
to say aye or nay. But I do believe, as I 
have said, that most outstanding advertis- 
ing ideas are individual acts of creative 
imagination. 

Study the history of invention—the 
achievements of Edison, Westinghouse, 
Duryea, Goodyear, da Vinci—and you'll 
find little evidence of committee thinking. 

“Nearly all creative men,” said Woodrow 
Wilson, “are dreamers.” Emerson’s daily 
routine provided time for “meditating 
quietly before brooks.” Talking, rather 
than meditating, is characteristic of com- 
mittee thinking in both agency and adver- 
tiser organizations. 
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Important new areas augment 
network of regional editions 


During September, TV GUIDE will add editions in: 


New York State... Virginia... 
SERVES YOU 


WITH EACH... 
oF THESE 26 ED! 


OR ALL 
TIONS 


St. Lovis ... Washington State 


These new editions will add the following valuable 
markets to TV GUIDE’S wide service areas: 


WwW York - 
ton Edition Nevietropolitan 
peso California Edition Albany — Schenectady — Troy, New York; 
“Edition tes State St. Louis, Missouri; Seattle and Tacoma, 
f ition iti0 
Chicago meen guise’ ‘s Washington; Vancouver, B.C.; Norfolk, Richmond 
— 1 : 
cesar Edition Pennsylvania and Roanoke, Virginia. 
Cleveland Edition 
Colorado Edition piladelphia Edition ip 
Detroit Edition pie purgh Edition THIS IS REAL COVERAGE for your advertising . . . 
pA Ss . a . . 
Florida Edition on Louis Edition to sell the Nation’s television viewers on your product, 
Tuinoy acta Editions Texas Rs or your program. TV GUIDE is custom-made for today’s 
Indiana Edition Virginia Eat market. That’s why it’s hitting near the top in 


4. Fdition Washington “45 
Kansas City Edition Baltimore newsstand sales... why it’s wera read and 
used by over 2,000,000* families every 


day . . . seven days a week! 


ichig yo jsconsin 
persons Edition ¥ 
* Publisher’s Interim Statement to 
A.B.C. 3 months ending March 31, 


1954... 2,209,218 
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America’s Television Magazine 


SB PRB B- Hoe geye«f% Bary AR -*& ¥ 


NOW 26 EDITIONS, SERVING 111 OF THE 165 STANDARD METROPOLITAN MARKETS 


/ NEW YORK CHICAGO PHILADELPHIA LOS ANGELES DETROIT 
ADVERTISING OFFICES: / 488 Madison Ave. 6 N. Michigan Ave. 302 N. 13th St. 1540 N. Vermont Ave. 76 W. Adams Ave. 
/ Plaza 9-7770 WaAbash 2-0366 LOmbard 3-5588 NOrmandy 2-3101 WOodward 2-5115 
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Tips for the Production Man... 


An Approach to Headline Type Sizing 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, Ill.) 

Production men frequently find that 
their duties include the issuance of an 
industrial publication. If not this, at least 
an occasional institutional or product 
booklet or annual report. In any type of 
publication where complete pages or 
spreads are devoted to a single subject, 
he meets with the problem of choosing ap- 
propriate size of type for his main head- 
lines. 

This alone is quite a study. Most head- 
lines are written far too long. The pro- 
duction man should use his influence to 
get them shortened—shortened to three 
or four words if possible; if not that, then 
to five or six words. If the writers and 
editors feel they must be longer, try to 
get them to break up the heads into a 
short major thought and a minor thought. 
The minor thought can be worked into 
the headline in smaller type (12 or 14 
point) and used as a lead-in to the main 
head, or as a “blurb.” 


w Headlines are frequently sized too 
small. They should be big enough to ar- 
rest attention and to carry the page. If 
printed in color they should be sized larg- 
er than when printed in black or a dark 
color. They should never be printed in 
weak colors, such as yellow, pink, or 
other pastel shades. 

Feature heads should not follow a stere- 
otyped pattern. Each headline should be 
designed with a refreshing personality 
of its own. Headline treatment and lay- 
out treatment on facing pages should be 
markedly dissimilar. 

There is nothing wrong with the idea 
of switching families of type faces from 
one article to another provided the faces 
used are dissimilar in basic design. Text 
is not written in stereotyped style and 
neither should the creative treatment of 
headlines be wearisome repetitions of all 
other headlines in the publication. 

The headline type size should be larger 
when light face type is selected, and so 
should the white space around it. Upper 
and lower case has less impact than all- 
capitals; therefore when used should be 
up-sized to maintain impact. 

The larger the page, the larger the 


headline type size needed to properly car- 
ry that page. Type size of headlines car- 
rying across a double spread should be 
larger than selection made for a single 
page. 

For the most invigorating effect, head- 
line placement on the page should be 
varied. Top of the page, centered, is 
good—but becomes monotonous. Consid- 
er working the headline into the left- 
hand column, or right-hand column, or 
lower down on the page. Placement of 
headline under an illustration or box 
automatically lowers its position. 

Headlines mortised, double-printed, or 
over-printed on halftone illustrations per- 
mit cuts to be sized larger with economy 
of space. 

Headlines oriented to some other layout 
feature, such as an illustration, reduce 
the number of layout units on the page. 
Headlines positioned in alignment with 
other typographical features of the page 
tend to organize and strengthen the lay- 
out. 

Lower case heads are easier to read, 
but for variety and impact an occasional 
head in all-capitals is effective for change 
of pace, if kept short. 


Each family of type has its distinctive 
flavor. But mostly in the larger display 
sizes is the average reader able to detect 
the full flavor and individualism of type 
designs. 

A given page can stand only a small 
amount of bold type. It is better to re- 
serve this honor for headings, and steer 
away from a lot of bold-face paragraphs, 
bold-face boxes, and other features which 
will give the page a noisy, splotchy ap- 
pearance. Better to make the text a legi- 
ble, unassuming gray; especially if prop- 
erly broken up with a pattern of illus- 
trations. 

Accompanying is a table of suggested 
minimum headline type sizes for indus- 
trial publication and booklet work. For- 
get this table if you use newspaper or 
tabloid style of makeup. 

As in anything creative, this table is not 
to be considered absolute. Use it as a 
check-list of minimum sizes on one-arti- 
cle-per-page layout situations. Head type 
sizes should be scaled downward when 
layout calls for several articles per page or 
spread. 


Looking at Radio and Television... 


Stop the Music 


The deeper the advertiser gets into the 
electronic media, the more he is aware of 
the number of unions he is directly in 
contact with and yet never negotiates 
with. One of the most difficult since the 
advent of television has been the Amer- 
ican Federation of Musicians, led by the 
aging James C. Petrillo. 

If a union leader had set out systemati- 
cally to put musicians out of work during 
the past five years, he couldn’t have done 
a better job. The crux of the problem has 
been Mr. Petrillo’s insistence that tv pro- 
ducers contribute to the federation’s trust 
fund in addition to paying the musicians 
for their work on vidfilm. 

Program producers are required to pay 
5% of their selling price for their tv film 
or 5% of the time charges, whichever 
they prefer. For tv spots the union re- 
quires a payment to the trustee of $100 
per announcement per year. These fees 
go into the trust fund. 

As a result many agencies eschew mu- 


sic on film commercials or produce their 
singing jingles a cappella with voices 
imitating the instruments. There are, of 
course, exceptions such as the Maxon- 
produced Gillette commercials and the 
Warwick & Legler-produced Pabst com- 
mercials. 

For many film shows made especially 
for television, producers use (1) library 
music on film made prior to 1948; (2) a 
singing quartet instead of instruments, or 
(3) music orchestrated and recorded on 
film in Germany, Mexico or England. 
These costs are materially less than for 
musicians in the U.S. with or without 
royalty. 

There is no problem and no royalty for 
producers who use live music for com- 
mercials or background music on a live 
telecast. But the trend is toward film 
shows and the live ones that are left when 
magnetic tape becomes the absolute proc- 
ess will be few indeed. 

Most of the shows which are using 
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Table of Suggested Minimum Headline Type Size 
Standard Publication Page Size (8’2x11 or 8'2x11'2.) 


COLOR TYPE WEIGHT | 1 or 2 WORDS | 3 or 4 WORDS is to 8 WORDS# 
CONDENSED LETTER 

light, caps and lower case 60 point 48 point 42 point 
BLACK bold, caps and lower case 48 point. 42 point 36 point 
caicats light, all caps 48 point 42 point . 36 point 
hold, all caps 42 point 36 point 30 point 
light, caps and lower case 72 point 60 point 48 point 
COLOR* bold, caps and lower case 60 point 48 point 42 point 
light, all caps 60 point 48 point 42 point 
bold, all caps 48 point 48 point 2 point 

STANDARD LETTER : 
light, caps and lower case 48 point 42 point 36 point 
BLACK bold, caps and lower case 42 point 36 point 30 point 
at light, all caps 42 point 36 point 30 point 
bold, all caps 36 poini 30 point 24 point 
light, caps and lower case 60 point 48 point 42 point 
COLOR* bold, caps and lower case 48 point 42 point 36 point 
light, all caps 48 point 42 point 36 point 
bold, all caps 42 point 36 point 30 point 


Pocket or Digest Size Publication Page (5%2x7'2 or 6x9) 


COLOR TYPE WEIGHT 1 or 2 WORDS | 3 or 4 WORDS s to 8 WORDS# 
CONDENSED LETTER 
light, caps and lower case 42 point 36 point 30 point 
BLACK bold, caps and lower case 36 point 30 point 24 point 
, light, all caps 36 point 30 point 24 point 
bold, all caps 30 point 24 point | 24 point 
light, caps and lower case 48 point 42 point 36 point 
COLOR* bold, caps and lower case 42 point 36 point 30 point 
light, all caps | 42 point 36 point 30 point 
bold, all caps 36 point 30 point | 24 point 
STANDARD LETTER | 
light, caps and lower case 36 point 30 point | 24 point 
BLACK bold, caps and lower case 30 point 30 point 24 point 
light, all caps 30 point 24 point 24 point 
bold, all caps 24 point 24 point 18 point 
light, caps and lower case 42 point 36 point 30 point 
COLOR* bold, caps and lower case 36 point 30 point 24 point 
f light, all caps 36 point 30 point 24 point 
bold, all caps 30 point 30 point 24 point 


*Never carry heads in yellow or weak pastel shades. Extremely dark shades of color 


may run in same type sizes as black. 


#Heads over 8 words should be broken up into major and minor parts. See Chapters 
2 and 4. From “Headline Design.” Copyright, 1954. Reproduced by permission. 


specially transcribed music on film are 
the network owned shows. The networks 
have agreed—along with their over-all 
musical agreement—to pay 5% of their 
selling price of a film program to the 
musicians’ trust fund. 

Therefore, shows like “I Love Lucy” 
and “Our Miss Brooks” record the music 
every week as the show is filmed, but at 
the cost of losing a musical battle as far 
as the networks are concerned. The point 
in question is what do you say to the other 
unions when they insist on a 5% trust 
fund just like the one their AFM buddies 
have? And why shouldn’t they demand 
it? 


sw The end result of all this is that many 
musicians in New York and Los Angeles 
have turned to selling insurance and ties 
while Petrillo has managed to stay in 
power because of the votes he gets from 
all the musicians in between, who are 
principally supported in their parttime 
musical jobs by payments received from 
this same trust fund, which has the prin- 
cipal purpose of supporting local band 
concerts. 

Now this local band concert was once 
a peachy idea—about a generation ago. 
But, with high fidelity recording equip- 
ment, excellent radio music, television 
and the movies, the local band concert 
played by half amateur musicians sounds 
like an uptown Salvation Army band and 
serves no modern purpose. 

This self same Petrillo has, as of Aug. 1, 
slapped a $100 trust fund fee on radio 
transcriptions of singing jingles or com- 
mercials with musical backgrounds. This 
latest frivolity came without warning and 


. 


without even the usual observers from the 
agencies being present, since it was 
included in a transcription code that was 
being negotiated with syndicated tran- 
scription companies. Again the result will 
be to put more musicians out of work and, 
since the agencies have now grown very 
experienced in writing commercials with- 
out music, who needs it? 


ws Where will all this end? Since there is 
little hope of a college trained labor-man- 
agement expert heading up the AFM if 
Petrillo should die or be ousted, and the 
other candidates look a little worse (after 
all Petrillo did some good things in his 
prime), some agencies and clients are 
going to give in and pay a compromise 
$100 trust fund fee per film-commercial 
using music. A similar compromise will 
be worked out for shows on film but many 
producers will disregard it. Radio com- 
mercials will be transcribed without the 
benefit of music, since it cannot take the 
price increase at this time. 

What could happen? If advertisers 
would recognize their responsibilities in 
dealing with unions in the electronic 
media, and negotiate directly with these 
unions, a better deal would result than 
when networks do the negotiating. The 
nets have less need to negotiate hard, 
since all costs are passed on anyway. In- 
centive in negotiating is always the deter- 
minant. 


= Titre AFM problem is only the begin- 
ning. The solution is far deeper and lies 
in the realistic appraisal by the advertiser 
of how to treat labor problems which arise 
in using a new advertising medium. 
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Great American businesses have a habit of being 
born in unpretentious places. Edison, you recall, cre- 
ated the electric light in a basement. Ford built the 
first “Lizzie” in a backyard. The Wallaces midwifed 
The Reader’s Digest upstairs over a garage. 

A kitchen in Minneapolis certainly fits such mod- 
est company. Were you an inquisitive neighbor, back 
there some 35 years ago, a strange sight would have 
met your eyes. For there was a young housewife, 
busily wrapping magazines while two boys loaded 
them into their red coaster wagons, and rushed them 
to Twin City newsstands, drug stores and hotels. 

The housewife—Mrs. Claire Fawcett. The magazine 

her husband’s brain-child, “Capt. Billy’s Whiz 
| Bang,” one of America’s great magazines of humor, 
bellwether of more than sixty Fawcett publications 
to follow. The boys — “Buzz” and Roger. 


Their delivery system—the forerunner of one of 


sugar, Mrs. Fawcett?” 


the country’s largest independent magazine distrib- 
utors. Pioneer, too, of a Fawcett policy of discour- 
aging paid-in-advance subscriptions. Fawcett has 
never competed with the dealers of its products, 
always sent its customers to them. 

Fawcett magazines have had to meet the reader’s 
critical measure, month by month, on America’s 
newsstands. Fawcett circulation operations have been 
consistently profitable. No advertiser has éver car- 
ried a penny of circulation cost on his shoulders for 
the price he paid for a page in a Fawcett publication. 

Fawcett, like many publishers, put on fat in the 
°40’s. Unlike many, it has drastically cut it off—while 
the *50’s are yet young. Fawcett’s primary concern 
is more than ever with net values—for the reader, for 
the advertiser, for the newsdealer. Fawcett is out to 
lead, not to follow. You'll feel this, too, as you talk 
to enthusiastic Fawcett men. It’s in the air... 


WATCH FAWCETT! 


THE FAWCETT FAMILY INCLUDES ... True, the Man’s Magazine ... Mechanix Illustrated .. . True Confessions 
. « « Motion Picture . . . many other magazines, books and annuals ... The Fawcett Distributing Division — the 
Fawcett-Dearing Printing Co. and Fawcett International ...... with plants at Greenwich, Conn. and 
Louisville, Ky. . . « offices in New York, Detroit, Chicago, San Francisco, Hollywood and Los Angeles. 
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Employe Communications... 


Company and Union Pull Together 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

All over the country the wheels of the 
Community Fund are turning more swift- 
ly, as the date for the opening of the cam- 
paign draws near. In some areas, such as 
Chicago, the supporters of the cause get 
busy on the next campaign about as soon 
as the last one is finished. This ’round- 
the-clock concentration on a worthy sub- 
ject results in good, intelligent promotion 
to which most people with hearts respond. 

Solicitations for the Community Fund 
and similar noble drives are often made 
at the plant level, however, and there is a 
core of resistance to giving in some fac- 
tories where appeals for funds are said to 
come too often. Anyone in personnel ad- 
ministration is faced almost constantly 
with external appeals for help, and must 
decide what’s worthy and what isn’t. 

One big, glaring reason for a lukewarm 
response by shop people is this: The com- 
‘pany often assumes, on request, the role 
of solicitor and passes the hat among the 
help with the veiled hint that the employe 
give, or else. Thus the campaign becomes, 
not a healthy, cooperative drive to aid the 
needy, but a club-swinging demand for a 
percentage of the worker’s wages. When 
you can put a campaign on a sensible, co- 
operative basis, it’s off to a flying start. 


s At Chicago Screw Co., a labor-manage- 
ment campaign for support of the Com- 
munity Fund has been so successful for 
the past two years that the same format is 
being used for a third drive. Here the 
company and the union—Local 59, UAW- 
ClO—put their heads and talents together 
in as fine an example of labor-manage- 
ment cooperation as one cares to see. The 
basic plan itself is simple enough: The 
company provides for employes the op- 
portunity of an overtime work day and 
the employes give all—or a major part— 
of the day’s earnings to the Community 
Fund. 

What gives the campaign at Chicago 
Screw impact and importance, is the fact 
that the union and the compafhy manage- 
ment merge their efforts in a common 


G.D. Crain Jr. Says... 
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COOPERATIVE—Plant Community Fund 

steering committee composed of union and 

management representatives, at Chicago 

Screw Co. Second from right is W. D. 

Corlett, company president; extreme right 
is Ralph Rubino, union president. 


cause. The company disdains unilateral 
sponsorship; it invites the union to take 
part, and it openly and cheerfully gives 
the union credit for the important part it 
plays. Thus last year the company presi- 
dent, W. D. Corlett, and the union presi- 
dent, Ralph Rubino, made many joint ap- 
pearances. They authorized publicity and 
promotion so that material appeared reg- 
ularly, not only in “Feeds and Speeds,” 
the bright little company magazine, but 
also in the “Fifty-Niner,” the equally- 
bright little newspaper of Local 59, UAW- 
clo. 


s Jointly the representatives of company 
and local union agreed upon and issued 
special bulletins, posters and payroll en- 
velope inserts. They arranged for personal 
visits with plant people. They set up visit- 
ing dates for Community Fund represen- 
tatives. They arranged for a big kick-off 
drive for all employes, held in the cafe- 
teria. 


The campaigns “went over the top,” of 
course. What’s probably more important 
from a morale point of view, they demon- 
strated the ease with which good things 
can be accomplished when intelligent 
company leaders and intelligent union 
leaders put their heads together. 


Better Wiring Boosts Business 


The electrical industry, including man- 
ufacturers, jobbers, contractors and utili- 
ties, is carrying on a vigorous campaign 
to promote adequate wiring of homes. It 
is of more than specialized interest, be- 
cause the growth of the appliance busi- 
ness depends on the ability of wiring 
systems to carry increased loads. Most of 
the older residences of the country are 
already heavily loaded with current-con- 
suming appliances, and must be modern- 
ized if additional equipment is to be 
safely installed, 

In Chicago, for example, the pub- 
lic services companies are pushing “Cer- 
tified Adequate Wiring” for both new 
and old homes, calling attention to 
houses which are available for pur- 
chase, and naming the builders and con- 
tractors responsible for the electrical in- 
Stallations. Then the question is asked, 
“How about your present home? Is it 
wired for convenient, carefree, electrical 
living? See how easy it is to have Certi- 
fied Adequate Wiring in your home!” 


s In describing the new houses offered 
for sale in that area, the companies point 
out, “You'll find plenty of outlets right 


where you want them. Also, you’re as- 
sured of enough electrical capacity for all 
the work-saving appliances you now have, 
and all you'll add in the years to come. 
And a home with Certified Adequate 
Wiring is the best kind of investment for 
the future, because it stays modern and 
convenient as the day you first move in.” 

Electrical wiring is as necessary to the 
growth of the electrical industry as good 
roads are to the automobile business. 
When motor cars first began to roll, the 
biggest handicap was lack of good roads. 
Thus the development of local, regional 
and national highways was the basic 
need, and their construction has been one 
of the important factors in the expansion 
of the automoble business and all other 
businesses related in any way to the use 
of transportation. 

The job of providing adequate wiring 
for homes, offices, stores and factories 
is so big that its successful execution will 
not only protect the future development 
of the electrical industry, but will help 
scores of other lines of business which 
will profit from the activity involved in 
the program. It’s a development that 
everybody can afford to promote. 
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Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 


training.) 


In almost all stores where we have 
worked to bring the entire organization 
into reasonable agreement on funda- 
mental advertising concepts, there are 
always a few diehards who are reluctant 
to run the store signature at the top of 
all ads. Even if that is already store 
policy. 

And I, as resolutely, contend for top 
position for the signature. First, the Con- 
tinuing Study shows, if anyone doubts it, 
that people generally are more inter- 
ested in local than in national advertis- 
ing. Top identification for a retail store 
is often of value in identifying the ad 
as local. 

Second, people shop through the paper 
for what interests them, in the news as 
well as the advertising columns. Few ads 
are read unless the illustration or il- 
lustrations touch a chord of interest in 
the reader’s sight. Therefore, every day 
in every paper scores of retail ads get no 
reading at all from many readers. If my 
ad is not to be read, I would neverthe- 
less like my presence in the paper to be 
registered, if ever so fleetingly. People 
do not look to the bottoms of ads they 
are not interested in, in order to find out 
who ran them. Hence, those who run 
sigs other than at the top get less cumu- 
lative value from presence in the paper 
with ads that are not read. 


= However, it should be realized that 
readers do not pronounce the names of 
stores whose ads, or sigs, they note at 
the moment in the papers. When you see 
a familiar face on the street, you do not 
consciously spell out by syllables the 
name of its owner. You do not say to 
yourself “Harry Gillespie.” You in- 
stantly know who it is. The recognition 
is instantaneous. You may pass by the 
same man just as closely, but if his back 
is toward you, and you have no reason 
for looking around to see his face, you 
do not “register,” even subconsciously, 
that you have seen him. You do not 
know you have seen him. 

I reason that the same thing is true of 
ads. I believe that hosts of women who 
do not happen to read specific Marshall 
Field & Co. ads on any given days are 
nevertheless conscious of the _ store’s 
presence in the papers those same days. 
Because the eye—even the tail of the 
preoccupied eye—catches the familiar 
shape and presence of the signature. 
Field’s, therefore, gets great cumula- 
tive value day after day from ads that 
were not read by people not interested 
in those particular items, simply because 
the signatures are high enough on the 
page to be “caught” in passing. Were 
these sigs all at the bottom, I believe 
Field’s presence in the paper would 
seem less frequent and consistent to the 
average reader. I like to get all I can, in 
the way of cumulative value, from an 
ad expenditure. 

There is a third reason for running 
signatures at the top. It is illustrated 
here. When the good salesman ap- 
proaches a prospect, it is just common 
good manners to tell whom he repre- 
sents before he makes his sales talk. I do 
not care to listen to an insurance man, 
or a printing salesman, or a space sales- 
man, or a Christmas card salesman pre- 
sent his pitch until I know with whom 
he is connected. Ask women, or men. 
I think you will find this is generally 
true. 

Advertising’s eternal task is to ease 
reading, to smooth the path, to remove 
all obstacles or hindrances to readership 
—not to set them up. To necessitate a 


glance to the bottom of an ad for iden- 
tification as reading is starting, is to 
risk loss of the reader. Why risk it? 


= Next to having the signature in the 
right place, it is important to have it 
consistently in the same place. A few 
great stores are presently engaging in 
a very expensive game in their adver- 
tising called: “Guess whose ad this is,” 
or “Try and find out who paid for 
this one.” 

Those stores—I think of one at the 
moment in Los Angeles and one in Phil- 
adeiphia—do not begin by identifying 
themselves to the great hydra-headed 
public. They do not even consistently re- 
serve space at the bottom for their sigs. 
They begin with a design—a layout. And 
when the layout is completed they then 
look for the most obscure place in the 
ad to run the signature, and they place 
it right there. 
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These stores, I believe, lose a good 
deal they might gain from cumulative 
presence-value in the papers. In every 
city this occurs there are apt to be other 
stores that get that fleeting credit glance 
from numerous readers. Why risk it? 

Some things in advertising cannot be 
accurately measured. I cannot say what 
it is worth to Marshall Field & Co., for 
instance, to run its signature consistently 
at the top of its ads, instead of at the 
bottom, or just any old place, as some 
stores do. 1 am sure Field’s could not 
tell you. 

However, judging purely subjectively 
from my own experience and long study, 
I would value the plus to Field’s from 
this policy—consistently adhered to as 
it has been for years—at $50,000 per 
year, at least. If it is worth only half 
that, or a fourth, it is a dividend worth 
garnering instead of throwing away. 


= You may say: “If your view is cor~ 
rect, why don’t more national adver- 
tisers sign their ads at the top?” My 
answer is: “If I were a national adver- 
tiser using newspapers, I would cer- 
tainly get my identity established near 
the top.” For the manufacturer, identity 
might be product name instead of com- 
pany name. 

In magazines, where pages are smaller 
than newspaper pages and ads are seen 
in a more isolated manner—fewer at a 
time—it is perhaps less important to get 
the name at or near the top. But I 
would put the burden of proof on anyone 
who wished to place identification at the 
bottom, as I would in newspapers, ex- 
cept in very small ads. 


Mee 2 one ey eee We Pech os Bene hae ie ia Lee Se” | a ma eee yO AIS Ee aes oA Fen ee DOR ate Vg OE de ec ek Sos he, ROM Gn eal eo TOE a st Os ee Se, ee. pis e sa aes SNe cs aS oe See es yee FS TANS D - rye se “eh whe see wer eek. NS Bs We 
Je a # Pa ad s 4 he ca Serie, ee x . asa ne! Py . * = Ma Hy ia tt Satare "rf “ e id < : ham Sathe tat - é ee es aw ae x orn i” 47 Pi. aahes ie ea » id ad “t F, 4 she. I ox rit, “ Pri gs a i. ga to Be A =i i Yor't aa fear. ud oe Fy ¢! ‘it ae ae a el” ate Sein, 
i bine eaten Se) PEAY ihe ee MN ORS Sets Ey aren a ee Nie 1 At vaca RU Retr apt Re abl os Bie Ci eee, Ae OTR ARE Le UR re Pa re eink eerie BS yi ated aha cao oa 5 Raina all ack SO cy Bee Ode ny. < aa ar Sane Ok eb Reraiet b  aiRS ot A NSN te i cc i arta eet 
Sete Ae? tS), g aeerenen as ORAS. Be aah Begs Be Aa ee ch Ne oe Bee Ses sg egrateiy beth Tete TO mene ct VR aa Rn oe ea ee UR 8 te itietc lage ey ae ye eg Pegg Se Talk She ag hae ORS NIL La ug Ranson a a hae Naeem ee Coat th” oper en Cg Oe ee ey pte se: > aaa a [Sake vs 
TaN AR ee 8 rear agnteR Ne S Rance a age aay Bo icles atti ey ea obs pete es Beer MOSH Reker yea meee pie BP WE AE ORES oh Be ook ae aN MR are sto ee Ff ‘ BE ge et an oP ee ag a Ge ae oe, ee eon T Bee Re ek a oe Eid a apy 
FS ae MR Se ae ee Re ge ge SMB ee tN «OR A EP ere ERS die OUR cart sg oa et preety y Se TS,  AiptgeRae TW er aadt eee eens, baal TEAL err? Tee eyaet a a ces She oa ee hale Mw a ae UD fang ie ; ae ae RAPE Beigel asl ot gg a 
gt ae SS aig Ss PS eee ee <r e npa MMe ene TRG ee Penge miner pera TON. (Sr Re Mires eae eS emer tere en oe tp eal nt eae Go cme, ee Prqie® eae eae Be Oe FAN Serge AE NT ee FR a Te RRR | ORG MENON a tarae 5 es Pet oe 
a eg ae vs \ ¢ 7 . ei : ; ; * \ aves F sind ey 
eh ee . ine 
: a i . 2 pias ss 
* Rie wba ’ ae ie 
re & eas, 
- a 
ma, | ' ray 
u = ee eee 
e m 
- " 
eC Le a A Te TN ae Te Ned 
ee ‘ 
a 4 
4 Bat ce ergs 
“ae pas 
Pee, uk hic. 
Te a H m ee 
oy a) 
My 
laa 
1 ov = 
g 
* 4 if a 
* a wai = 
a i ~ q ee 
. hale caer i 
ae : easy a 
*e ¢ro & £ 23 ; a 
= \ - . = i - 
BY 3 re in 
a3 , A} 
+ . 7 7 — 
rs i i } | 
ie ee 7 > 7 i 
* Aw eo : 
; - 4 a - 
- roars - |! a 
. :° i" 
iia arm 
Ria en aes SS ae 
dean this a + 5 : ¢ — or 
Py as ’ acca ee ‘ oe ; - . See 
ate See } ee Toe oe ; ae 
ee ae : Ree a ee pines 
£ : ek team ; AEs 
eis a3 oo Sen ; ae 
ae ey 
eae a 
SEA ide a ' hee 
i ae oe 
" ee ‘ er 
ge peti 
ee Pee 
. pitti os 
Sects eee 
Hee oe, _ 
See: eee 
te ae 
euctta a age 
i. = mints 
4 7 Beane 
eres ie 
Ore etre nen hi 
ne ei Bensley 
ili ket sac 
et at } : aoe 
| . q : 
j q i 
wn = 
| = 
4 FY | ae 
ea i 
ee i 
‘f 
i mee 
is ae ee «eee 
eae crs Call ws orb = 
cl Pounders’ Hall (No char Meet Amenca’s ; i 
Bost eveiting soung designer and her own glam " y 2 
New tk mode ee het summer colle tan se 
sae es o York model. See h Merion | if as 
Of drewes, petticoats and accewories Mew Fogarty ta 
re ” gel 
eee aul! be io SBFs Young Flair* Shop Friday, toot Lh hs 
eee i} ae 
ie SRF Young Flaw* Shop—Feshvon Floor, Third WW oe ra 
See oo to fee a 
ieee f are r «hee 
Lae ‘4 2) Be 
A pea Ate : iS oh 
gid doce | & 4) © 
| (No h b+. 
Ae eee Wil) wy ‘ 
eg ite ieee i j i 
Beas At as 
er Se Ble iahe / i : hy i q ve ye 
Ac m papa ie eran 
% Sines ELS i t : a y) ‘ beg 
BU ad toe be Tie oe Ne Te {*,4 ] " ein 
: ar iiss vee “4 Dea : . - y Y] A /, Ee 
ee as ——— J if 4 YT | a 
Cpe a pie 8” red e fi ' } be ie 
I es es ’ ee 
Me ane a ice: ct { =, 
ee ae a (iz | ee ice: 
; €: ee » s2000 =e 
J * } 
ake / 7 
: ‘ a Denn, 51098 23 
em ie x Ost , ee 
Anos ‘ - - ar 
a eee no my SU as 
eat at rz) } 2 lage 
< ae Sis 
= ee M, fot 7 ae 
mee / Ss ey 
Di, ie ON aa 
‘te yee eae 
aoe | i rane Ae + eis he 
geist eae ea 
Bore ced a 
eg ee Ee 
{soem = Oe ; ei 
EN TaN aE ab 
ae sig eos 
i gtin ag oe z ge 
Ani oe  SBbart 
fe: oe cre a Pees = 
ce atu sb, } ws 
aa ee Ber 
rid ae aoe ae 
Re ete nia en we 
a ee 
yee ee 
ini eH ay 
Seaton. Sor 
? ‘ Pes: 
Ee sapaeaaept an 
ieamiete = monte j meet 
Besant on pe 
Bee 3k ae . ah 
ee mak 
on ‘ “a rie, iH ee 
Pp he Ges 
Vi Seamer wee 
)ee it i Bee 
= ema an 
See a Bees 
os ee 
Se fl xe 4 ie 
oe 
; eo Bint 
fs ee a: 
z Be 
: vey ee 
pts ae 
— 
‘ a. 
7 
ig pS 
, 
ie 
| ; 
is ‘ ty A 
ra ae 
ed aoe 
ges es — 
& gee ra oa 
af ee Sie) 
Pad ; 
Sethe eo : : 
a a) 7 j s 
ce A 
ving J a ak 
; : Jt 
hee: * A: 
ee igs kero 
Koes : . t _ = ; os 
= . Re ? i eames : SB ‘ Pa he i 


SELL DETROIT 


through the paper that’s FIRST with readers 
and advertisers ... THE DETROIT NEWS! 


. C. FOR THE 6-MONTHS ENDING 3-3)- 54 a 


There are 3 newspapers in Detroit, but only one—THE NEWS 
—has all 3 requisites for economical advertising results: 


ER Largest TOTAL Circulation! 
Ey Largest TRADING AREA Circulation! 
E¥ Largest HOME DELIVERED Circulation! 


The Detroit News funnels 97% of its week day, and 89% of its Sunday circula- 
tion into the 6-county trading area that accounts for nearly 5 billion dollars 
retail business annually—55% of Michigan’s total volume 


In this area, where family income and buying power are highest in the nation, 
THE NEWS sells 62,924 more copies weekdays, and 120,392 more Sundays, 
than the second newspaper. It sells 91,087 more copies weekdays, and 173,528 
more Sundays, than the third. And DETROIT NEWS’ advertisers get the 
PLUS of FAMILY readership, through the largest ABC-recognized-home- 
| delivered circulation of any newspaper in the nation! 


That is why THE NEWS, in 1953, carried practically as much advertising 
linage as both other Detroit newspapers combined! 
DMB... Detroit Means Business. And, in Detroit, Business Means THE NEWS! 


} | The Detroit News 


Eastern Office: 110 E. 42nd St., New York 17 * Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. 


° Pacific Coast: 785 Market Street, San Francisco, Calif. 
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Advertising Age, August 30, 1954 


Advertising Pages and Linage in Farm Publications 


Official Figures for July and Year-to-Date as Compiled by Farm Publication Reports Inc. 


Publications with an * report directly to ADVERTISING AGE 


Commercial Dis- Commercial Dis- 
play Excluding play Excluding 
Poultry, Classified Poultry, Classified 
and Livestock, and Livestock, 
——Total Advertising, in Pages. ———Total Advertising, in Lines——— in Lines ——Total Advertising, in Pages——. ———Total Advertising, in Lines———, in Lines 
July. July Jan.-July Jan.-July July July Jan.-July Jan.-July July July July. July Jan.-July Jan.-duly July July Jan.-July  Jan.-July July July 
1954 1953 1954 1953 1954 1953 1954 1953 1954 1953 1953 1954 1953 1954 1953 1954 1953 1954 1953 
Farm Magazines Idaho Farmer ........ 25.9 33.6 300.8 350.3 19,563 25,367 227,434 264,810 18,292 23,683 
tCapper's Farmer .... 34.4 35.7 388.7 422.4 14,742 15,324 166,737 188,236 14,051 14,679 | *Indiana Farmer’s Guide 16.4 15.0 183.0 184.7 12,852 11,801 143,362 144,823 9,522 7,845 
+Country Gentleman 52.2 542 569.7 659.3 22,382 23,246 244,385 294.200 21,929 22,821 | Kansas Farmer ...... 35.7 30.0 327.7 322.5 27,112 22,829 249,028 245,082 25,674 21,649 
Farm Journal: Michigan Farmer ..... . 40.6 343 428.4 383.8 31,144 26,342 329,034 294,782 28,560 23,110 
t##National Less Western Missouri. Ruralist. .... 32.4 27.8 324.0 332.9 24,639 21,098 246.249 252,970 21,613 18,445 
NE ki acess 54.0 64.0 645.7 668.9 23,151 27,449 276,992 286,961 22,492 26,887 | Montana Farmer-Stockman 47.6 44.1 437.2 445.2 36,008 33,362 330,544 336,567 32,312 29,008 
#Western Edition .. 54.3 64.0 640.7 668.9 23,294 27,449 274.847 286,961 22,635 26,887 | Nebraska Farmer ...... 55.3 45.6 573.0 534.4 41,780 34,489 433,184 403,984 38,658 31,864 
Average 2 Editions .. 54.1 64.0 643.2 668.9 23,223 27,449 275,920 286,961 22,564 26,887 | New England Homestead 26.2 20.0 269.6 269.8 18,367 14,018 188,753 188,893 13,930 8,537 
Farm & Ranch—Southern Agriculturist: Ohio Farmer ........ 41.7 361 451.9 449.9 32,051 27,721 347,050 345,545 28,899 24,730 
#Upper South Edition 19.7 30.5 259.9 276.9 8444 13,076 111,477 118,789 7,623 12,318 | Oregon Farmer ...... 229 29.0 307.4 328.6 17,288 21,943 232,398 248,392 15,893 20,448 
#Lower South Edition 21.2 31.2 268.3 295.7 9,094 13,370 115,097 126,847 8195 12,523 | Pennsylvania Farmer .. 35.8 27.6 367.2 362.9 27,499 21,215 282,019 278,672 25,472 18,997 
#Southwest Edition 23.1 35.4 331.7 362.4 9,921 15,168 142,287 155,450 9,035 14,331 | Prairie Farmer: . 
Average 3 Editions .. 21.3 32.3 286.6 311.6 9,153 13,871 122,954 133,695 8,284 13,057 #Illinois Edition .. 58.7 47.2 618.6 550.7 42,759 34,391 450,368 400,874 36,876 28,381 
Progressive Farmer: H#Indiana Edition .. 58.2 48.5 601.3 552.2 42,397 35,301 437,724 401,976 36,514 29,291 
#Carolina-Va. Edition 54.3 66.1 667.4 692.5 36,947 44,921 453,830 470,822 35,715 43,684 Average 2 Editions .. 58.5 47.9 610.0 551.4 42,578 34.846 444,046 401,425 36,695 28,836 
#Ga.-Ala.-Fla. Edition 58.6 69.5 682.6 719.5 39,850 47,231 464,153 489,292 38,460 45,036 | Rural New-Yorker .... 21.7 18.3 243.3 2465 16,979 14,343 190,715 193,238 15,083 12,312 
#Ky.-Tenn.-W.Va. Utah Farmer ........ 25.3 32.6 306.7 358.5 19,146 24,616 231,848 271,005 17,597 22.862 
sc intd 55.9 63.3 638.5 669.1 37,988 43,111 434,156 455,014 26,836 41,968 | Wallaces’ Farmer ..... 55.7 50.9 669.3 613.0 43,639 39,869 524,696 480,613 41,487 37,864 
#Miss.-La.-Ark, EditionS6.7 65.6 648.5 671.1 38,554 44,612 440,952 456,350 37,452 42,738 | Washington Farmer .... 23.7 30.5 312.9 328.9 17,925 23,063 236,548 248,681 16,654 21,568 
#Texas Edition .... 56.6 68.7 663.2 717.6 38,457 46,742 450.967 487,996 37.235 45.571 | Western Farm Life . 18.5 23.1 2186 242.1 14,521 18,123 171,388 189,784 12,645 16,037 
Average 5 Editions .. 56.4 66.7 660.0 694.0 38,359 45,323 448,810 471,895 37,143 43,799 | §Herdsmen Edition .... 6.8 12.6 1729 238.6 5,362 9,867 135,567 187,062 3,066 2,559 
Successful Farming . 43.2 51.5 6045 624.5 19,457 23,179 272,029 281,003 18,999 22,733 | Wisconsin Agriculturist 
TOTAL GROUP .... 261.6 3044 3,152.7 3,380.7 127,316 148,392 1,530,835 1,655,990 122.970 143,976 & Farmer ......... 44.2 41.2 492.0 462.5 34,640 32,279 385,721 362,616 33,983 31,479 
/ Changed from 680- line page to 429-line page in February 1953. {National Less Western and Western editions were not Total Group ...... 826.6 778.1 8,935.6 8,923.2 633,329 397,425 6,843,903 6,824,002 568,012 524,474 
listed separately prior to September 1953. #Not included in totals. #Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 
° 
Monthlies i Figures in Thousands 
**Agricultural Leaders’ Farm Linage Trend ath _ 
at eceR 115 125 1016 1295 4,928 2,450 43,623 25,384 4,928 2,450 
American Fruit Grower 37.7 42.2 234.1 258.7 16,275 18,221 101,134 111,761 16,088 18,088 ’ 
*American Poultry Journal: MAGAZINES MONTHLIES 
#Eastern Edition 28.6 — 2683 2475 10964 —— 115,100 106162 9918 — 1954 1954 
#Central Edition Samm 276 962 39356 — 893446 G2 29h — bi 
Western Edition .. 229 —— 2063 1763 9844 —— 88503 7564 esis —| |SUeMI27 suty [369 } 
S#Southern Edition .. 281 —— 2174 —— 12,058 —— 93,272 —— 1091 — 
Average 4 Editions .. 247 —— 2299 2063 10611 —— 98625 88515 9562 —— | |JUNE|189 | june [378 | 
Arkansas Farmer ...... 21.9 145 127.3 138.8 16558 10,989 96,237 104,933 16,323 10,576 1953 1953 
Better Farming Methods 23.1 26.9 227.5 247.8 9,891 11,526 97,593 106,301 9,891 11,526 
Breeder's Gazette 129 14.0 1233 1330 5814 6291 55,464 59852 3.626 4.067 —a JULY EEL! 
*Broiler Growing 20.6 32.2 279.6 278.8 8837 13,812 119.973 115,663 5.126 8.261 
*California Citrograph 20.0 23.4 155.9 157.7 13,440 15,750 104,846 104,734 13,296 15,580 
— SEMI-MONTHLIES BI-WEEKLIES CANADIAN 
Monthly ........e0.0. 121 97 887 834 9,114 7,364 66,948 63,063 8,442 6,692 . 
*Carolina Co-operator .. 9.3 8.7 636 612 3,920 3,640 26,740 25,635 2,730 2,450 1954 1954 1954 
*Cattleman, The ...... 62.3 79.7 693.3 787.8 26,194 33,484 291,263 330,886 15,232 21,231 : 
‘*Cooperative Digest .. 8.8 4.9 45.9 60.2 3,675 2,065 19,288 25,230 3,643 2,045 gury[633__] sury [92] sury (249 _ | 
*County Agent & 
Vo-Ag Teacher .... 227 102 1923 1375 9,732 4364 82,495 58.961 9.732 4,364 | |SUNE[6 53 JUNE [87 | JUNE[330 | 
‘#*Electricity onthe Farm 11.3 12.5 67.2 74.7 3,972 4464 23,923 26814 3.972 4,464 1953 1953 1953 
‘*Farm Management .. 13.8 139 115.9 1114 5,930 6.244 49,720 50205 5,930 6.244 : 
Farmer-Stockman ..... 42.6 32.5 342.7 349.1 18,290 13,961 147,024 149,760 16,773 12,981 | | JULY JULY JULY 
*Florida Cattleman 59.8 65.2 464.2 518.3 25,118 27,403 195,033 217,789 12,838 13,815 
*Florida Grower & 
Rancher ........... 24.1 172 1644 143.8 16359 11,693 111,793 97,850 16,359 11,693 “ 
Kentucky Farmer ...... 14.1 16.3 176.9 182.0 11,041 12,766 138,691 142,713 9,703 11,752 | Bi-Weeklies 
*Michigin Farm News. 2.3 25 168 20.7 5,447 5,910 39,034 48.671 5,327 5,782 | Arizona Farmer ...... 79.9 67.6 545.5 55.8 60,368 51,081 412,415 420,920 58,520 49,415 
*Mississippi Farmer ... 10.8 7.2 83.2 66.3 8215 5.511 62,758 50,192 8170 5,441 | California Farmer: 
Missouri Farmer ..... 108 163 799 616 7,458 11,249 55,122 42,519 6,549 10,565 #Northern Edition .. 35.4 44.3 367.5 406.9 26,769 33,480 277,839 307,582 25,013 31,694 
National Live Stock #Southern Edition 33.0 44.6 361.5 397.9 24,956 33,739 273,271 300,788 23,200 31,953 
Producer .......0. 73 65 859 745 5,349 4,756 62,557 54,264 5.078 4,564 Average 2 Editions .. 34.2 44.5 364.5 402.4 25,863 33,610 275,555 304,185 24,107 31,824 
*Nation’s Agriculture .. 5.4 8.7 58.0 63.3 2,446 3,918 26,121 28,607 2,446 3,918 | *Dairymen’s League News 7.8 10.2 827 85.0 5,655 7,402 60,324 61,878 5,214 6,946 
*New Jersey Farm & TOTAL GROUP ..... 121.9 1223 992.7 1044.2 91,886 92,093 748,294 786,983 “87,841 “88,185 
Garden ........00. 36.9 34.4 366.1 351.4 16,609 15,501 164,718 158,154 14,542 13.479 | wot included in totals. 
*Ohio Farm Bureau News 8.0 7.4 743 69.7 3,579 3,308 33,433 31,390 3,439 3,038 
Poultry Tribune: : 
#Eastern Edition .. 21.4 182 287.0 277.8 9,194 7,820 123,126 119,191 7,973 6,335 ee hl 
aa 2s as oe ee ee Oe eee eS | eee ee... 149 186 155.5 158.9 36,608 45,921 383,026 391,407 28,010 33,436 
#Western Edition .. 21.3 14.4 265.4 206.9 9,123 6197 113843 88,761 8,091 5,534 — Tose 
ific Editi Missouri Edition .... 13.4 18.7 154.4 160.5 33,055 45,980 380,440 395,380 24,871 34,056 
#Pacific Edition .... 27.4 28.1 303.6 253.6 11,748 12,073 130,232 108,797 8805 8,978 on 2S 174 1465 1686 31499 42842 360653 366058 24.037 31.997 
Average 4 Editions .. 22.0 19.3 276.1 245.4 9,456 8,270 118,449 105.291 7,982 6.675 | , Okla.-Ark. Edition .. 12. a ' : ' 
*Southern Farm & Home 5.6 8.0 49.0 65.8 5,563 8,038 49,000 65,751 4,504 7,045 | {Five issues in July 1953; four issues in July 1954. 
Southern Planter ...... 16.8 17.0 219.5 228.9 11,791 11,901 153,641 160,246 11,273 11,373 
Turkey World ...... 26.8 29.1 328.6 333.9 11,503 12,505 140.944 143.286 10,663 13,383 | Dailies . 
"Western Dairy Journal 20.9 25.6 239.6 260.7 8,946 10,745 102,796 109,513 4914 5,551 | Chicago Bally rovers 
"Western Livestock Journal76.6 91.4 666.4 798.0 32,858 38,402 285,982 335,181 9,541 12,632 Journal ....ccceseee 62.7 62.6 264.9 257.7 133,400 133,131 563,611 548,220 33,586 30,787 
*Wyoming Stockman- 7 Kansas routy Daily Drovers 
GE biassaccer 26.4 235 176.6 152.9 23,660 21,042 158,306 136,914 20,988 18,337 Telegram ..... ro 68.2 259.5 294.4 132,415 145,215 552,298 626,379 35,017 33,593 
TOTAL GROUP .... 718.6 7209 6547.1 67784 368,607 363,079 3,299,351 3,349,014 295,638 285,548 | Omaha Daily Journal 
‘Charged from 196-line page to 429-line page in January 1954. ‘Not published in July 1953. #Not included in totals. Pg porn we ieeoseee 66.9 70.3 287.5 294.1 142,368 149,571 611,609 626,051 41,186 40,595 
*Southern edition started in January 1954. ‘Changed from semi-monthly to monthly in January 1954. ‘June-July issues com- ; 
bined. “Changed from 450-line page to 429-line page in August 1953. “Changed from 420-line page to 429-line page in Reporter .......++- 56.6 638 187.2 208.5 120,405 135,702 397,977 443,532 32,290 33,350 
August 1953. TOTAL GROUP .... 2484 264.9 999.0 1,054.7 528,588 563,619 2,125,495 2,244,182 142,079 138,325 
Newspaper Monthly Farm Sections Canadian 
*Iowa Farm & Home .. 13.1 10.7 169.2 1415 13,504 11,192 174,293 149,150 12,918 11,192 | LeBulletindesAgriculteurs 31.8 36.1 365.3 373.4 22,257 25,256 = 255,743 261,360 22,194 25,151 
*Rural Gravure ...... 44 41 568 495 4404 4,141 ; 49,537 4,404 4,141 | Country Guide ........ 31.6 30.7 326.0 316.9 22,766 22,117 234,779 228,252 22,766 22,117 
*Texas Ranch & Farm . 238 10.8 119.0 128.9 25,018 11,354 125,132 135,394 23,352 10,304 | Family Herald & Weekly Star: 
<<“. “an “ak “aR “Se “ee “Gna Eastern Edition .. 60.6 68.1 603.6 663.7 60,557 68,070 603,481 663,741 33,346 42,169 
TOTAL GROUP .... “41.3 “25.6 345.0 319.9 42,926 26,087 356,212 334,081 40,674 25,637 om stern Edition . 485 568 S117 5561 48.463 56,760 511,602 555,976 30.241 39.017 
Semi-Monthlies Average 2 Editions .. 54.5 62.4 557.7 610.0 54510 62,415 557,542 609,859 31,794 40,593 
American Agriculturist 19.6 17.5 2145 215.2 14,255 12,732 156,182 156,653 12,803 11, Farmer's Advocate & 
California Grange News 111 138 769 910 12018 14524 83667 98669 cae “7444 | _ Canadian Countryman 30.0 322 361.1 3645 21,059 22.517 252,856 255,092 16,509 19.095 
Gitecnte Renter 6 : Farmer's Magazine .... 17.3 183 225.5 220.4 7,413 7,842 96,706 94,560 7,340 7,791 
EE ii dascesscs 23.3 27.7 261.0 2719 17,596 20,959 182,180 205,588 16,504 18,327 | tFreePressPrairie Farmer 71.5 91.0 744.0 740.2 75,827 96.507 = TRG.A08 = 207.760 43.793 51.298 
Dakota Farmer ...... 58.1 46.2 491.2 473.1 45,559 36,205 385,077 370,912 44,829 35,467 | Wrstern Producer .... 42.7 48.9 3738 397.9 45,649 52,302 399,820 425,635 25,399 29,105 
Farmer, The ........ 51.5 46.4 589.9 543.2 40,355 36,362 462,485 425,898 36,581 32,615 TOTAL GROUP .... 2704 319.6 2953.4 3,023.3 249,481 288,956 2583,779 2,672,518 169,795 195,150 
Hoard’s Dairyman .... 28.1 26.7 336.2 312.3 20,456 19,452 244,728 227,338 15,772 13,788 | Not included in totals. +Five issues in July 1953; four issues in July 1954. 


American Dairy Assn. Sets 
October Cheese Festival 


The American Dairy Assn., Chi- 
cago, will attempt to make con- 
sumers across the nation conscious 
of its October Cheese Festival with 
magazine, radio and television ad- 
vertising, beginning Sept. 30 with 
heavy promotion on the Bob Cros- 
by show over CBS-TV. 

A full-color spread will appear 
in the Oct. 5 issue of Look, and 
Bob Hope will feature the festival 
when he returns to the air Oct. 28 


ie 


on NBC. Bob Crosby will continue 
to highlight the festival through 
October on his Oct. 7, 14, 21 and 
28 shows. Agency for the Amer- 
ican Dairy Assn. is Campbell- 
Mithun, Chicago. 


Ellsworth to Lumber Assn. 

Arthur I. Ellsworth, formerly 
advertising manager of Charles H. 
Lilly Co., Seattle, has been ap- 
pointed manager of the Western 
Red Cedar Lumber Assn., organ- 
ized earlier this year to conduct 


‘|Miller Cedar Lumber Co., Aber- 


product research and promotion 
for cedar lumber manufacturers in 
Washington and British Columbia. 
Offices have been established at 
4403 White-Henry-Stuart Bldg., 
Seattle. President of the associa- 
tion is R. M. Ingram, of E. C. 


deen, Wash. 


Brown Heads Grant Bureau 


L. W. Brown, formerly a Los 
Angeles and Seattle newspaper- 


man, has been named manager of 


the Grant news bureau in the Hol- 
lywood office of Grant Advertis- 
ing. George Sampson has been 
transferred from the news bureau 
to the radio-tv department in Hol- 
lywood, and Ted Tiss has joined 
the agency, assigned to special 
radio-television duties. 


Kaufman Joins Dodge PR 

J. L. (Les) Kaufman has been 
named public relations director in 
the Southern California region for 


the Dodge division of Chrysler 


Corp. Mr. Kaufman formerly was 
head of the creative and merchan- 
dising departments and an account 
executive in the Hollywood office 
of Grant Advertising. 


Inland to Buchanan-Thomas 


Inland Mfg. Co., Omaha manu- 
facturer of radiator servicing 
equipment, has appointed Buchan- 
an-Thomas Advertising Co., Oma- 
ha, to handle its advertising. Auto- 
motive trade publications and 
direct mail will be used. 
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FINAL REMINDER—Bonnie Graham 

shows how Motion Displays’ shop- 

ping cart ads offer a final re- 
minder to buy the product. 


Display Firm Goes 
National with Plan 
for Store Cart Ads 


Mapison, Aug. 24—Motion Dis- 
plays Inc. is expanding its plan of 
supermarket shopping cart ads to 
include national distribution. 

Space formerly has been made 
available on carts in Madison and 
Milwaukee by Basket-Ads, subsidi- 
ary of Motion Displays. The ads 
have appeared in National Tea and 
IGA food stores. 

Current advertisers are Red Dot 
potato chips, Schlitz beer, Jell-It, 
IGA pork and beans, Dawn tissue 
and the American Dairy Assn. The 
latter used institutional messages 
in the point of sale medium. About 
a dozen other food advertisers are 
interested in using the service, ac- 
cording to Motion Displays. 


® Significant increases in sales 
have been reported in stores where 
the shopping cart ads have been 
used, Motion Displays executives 
said. Dawn tissues sales rose 171% 
and dairy products sales nearly 
doubled when American Dairy 
Assn. signs went up, they added. 

Basic monthly rates are $500 
per 1,000 signs placed inside carts 


10 OPEN THE DOOR 


10 THE 
CONSTRUCTION 
MARKET 


Multi-Billion Dollar 
INDUSTRY 


Associated Construction Publications 


Construction Construction Bulletin 
Construction Digest Constructioneer 
Construction News 

Monthly Dixie Contractor 
Michigan Contractor 
and Builder Mid-West Contractor 
Mississippi Valley New England 
Contractor Construction 
Rocky Mountain Southwest Builder 
Construction and Contractor 
Texas Contractor Western Builder 


For Information Write: 
G. L. ANDERSON, Sec’y. 
1022 Lumber Exchange Bidg., Minneapolis, Minn, 


and $350 per 1,000 posted on the 
outside of the shopping cart bas-| 
kets. Quantity discounts and 15% 
agency commission are offered. 


Brown & Williamson Names 3 
Brown & Williamson Tobacco 
Corp., Louisville, has appointed 


A. R. and F. A. Pavek sales promo-| 


tion managers and F. A. Gardner 
assistant sales promotion manager 
of the western states department 
and J. H. Falvey sales promotion 
manager of the north central states 
department. All are new positions. 
All were formerly zone sales man- 
agers, Mr. Pavek previously head- 
quartered in Kansas City, Mr. 


Gardner in Los Angeles, and Mr. 


Falvey in Columbus, O 


Olian & Bronner Adds One 
Fohrman Motors and Fohrman 
Packard, Chicago and Evanston, 


respectively, have appointed Olian | 


& Bronner, Chicago, to handle 
their advertising. Fohrman will 
continue to use local radio and 
television. 


; ‘ we 
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noteworthy 


The White Space 
is for note-jotting, 
courtesy of KVTV. 
While you're at it, 
you might care to note: 
Sioux City Sue 
has sold: 
50 desk pads, 36 tv tables 
on a single morning show ; 
101 Bulova watches 
with 12 one-minute film spots ; 
9 Servel refrigerators (@ $529) 
with 4 live announcements ; 
2,000 cheese spread snack glasses 
with 3 announcements, 


footnotes 
will gladly be provided by 
The Katz Agency—our reps. 


. SEER 


& CBS, NBC, ABC & DuMont 
Represented by The Katz Agency 


SIOUX CITY, IOWA 


EVTV. a Cowles Station, is under the same management 
as WNAX-570, the radio station that for 30 years has 
successfully served one of the world’s major agricultural 
regions, the five-state area known as Big Aggie Land. 
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Marketing Institute Moves 

The Student Marketing Institute 
has moved its offices to 375 Fifth 
Ave., New York. 


EVERYBODY'S DOING IT 


~... and so can YOU! 


¢ Increase Customer Traffic 

¢ Build Up Your Sales 

* Build Lasting Goodwill 
by giving 


FREE ORCHIDS 
TO THE LADIES 


Here’s the giveaway promotion to build 
goodwill... bring in NEW CUSTOMERS 
..- bring back OLD CUSTOMERS! Proven 
successful for every type of business— 
large or small! Order 100 or 100,000 
Orchids! Write today for new low 
price list and free brochure, 
Dept. AA84 


H. C. Krueger—FLOWERS OF HAWAII 
670 S. Lafayette Pk. Pl. 
Los Angeles 57, California 


ce 


‘Kentile to Promote 


Products, ‘Line’ 
in 16 Magazines 


BROOKLYN, Aug. 24—To spark 
what it anticipates will prove the 


newspapers than in our summer} 


advertising campaign.” Ads for 
individual products will appear in 
American Home, Farm Journal, 
Good Housekeeping, Home Mod- 
ernizing, Ladies’ Home Journal, 
Living, Nation’s Business, Progres- 


sive Farmer, Small Homes Guide, 


_ biggest sales increase the company|The Saturday Evening Post and 


has ever had, Kentile Inc., will 
| follow its current summer adver- 
|tising campaign with a stepped-up 
| fall promotion program. 

| The one and one-half page mag- 
_ azine color spreads introduced 
| this summer will be continued, ac- 
‘cording to Charles A. Neumann, 
‘v.p. in charge of sales. 

_ Covering the full “family” of 
Kentile floor products, ads will 
appear in American Home, Better 
Homes & Gardens, Ladies’ Home 
Journal, Look and The Saturday 
Evening Post. 

“In addition,” says Mr. Neu- 
mann, “separate campaigns on in- 
dividual products will be sched- 
uled to appear in an even larger 


‘number of leading magazines and! The doll, 


Time. The Sunday supplement 
field will be covered by insertions 
in The American Weekly in 27 
cities, Parade in 45 cities, This 
Week Magazine in 34 cities and 15 
independent Sunday newspapers. 

Kentile’s agency_is Ruthrauff & 
Ryan, New York. 


Toni Offers Toni Doll for $5 
Plus Tonette Kit Label 


To spark sales of Tonette chil- 
dren’s home permanent during the 
August and September back-to- 
school period, the Toni division of 
Gillette Co., Chicago, is offering 
the Toni doll for $5 and the top 
flap of a Tonette home wave kit. 
14” tall with nylon 


a 


hair that can be brushed, combed, | 
shampooed and permanent waved | 
with a play-wave kit, sold for $12) 
last Christmas. 

Dealer point of sale material 
will support advertising on the 
following Toni radio and tv net- 
work programs: “Arthur Godfrey 
and His Friends” (Red Skelton 
summer show), “Bob Crosby 
Show,” “Juke Box Jury,” “Arthur 
Godfrey Time” (simulcast), “Nora 
Drake” and “One Man’s Family.” 


Mead Johnson Names Prout 

Mead Johnson & Co., Evansville, 
Ind., manufacturer of nutritional 
and pharmaceutical products, has 
appointed Charles H. Prout Jr., 
public relations director. Mr. Prout 
formerly was with William S. 
Merrell Co., pharmaceutical man- 
ufacturer. 


Callihan Joins Earle Ludgin 
Earle Ludgin & Co., Chicago, has 
appointed Clair Callihan, former- 


ly with Leo Burnett Co., Chicago, 
|a television-production director. 


here to find BUYERS 


for over 5000 new homes every month ? 


Production of homes on wheels could be expanded... 


Two million people are living 


in homes on wheels 


but could the additional homes be sold? 


THOMAS W. HILLYARD has been named 
v.p. in charge. of sales and mer- 
chandising of Munsingwear Inc., 


Minneapolis. Formerly v.p. and 
general sales manager of the com- 
pany, he succeeds Ray A. Hart- 
man, who will retire Feb. 2 after 
40 years with Munsingwear. 


Kaywoodie Puffs 
as Sales Figures 
Show 35% Rise 


West New York, N. J., Aug. 24 
—Kaywoodie Pipe Co. reports a 
July, 1954, sales gain of 35% over 
July, 1953, on all men’s pipe 
models. July, says Kaywoodie, is 
“normally one of our’ worst 
months.” The figures do not in- 
clude the sale of women’s pipes, 
which Kaywoodie has been pro- 
moting since late July. Morris L. 
Levinson, president of the com- 
pany, attributes the rise in pipe 
smoking to the  cigaret-cancer 
scare. 

His firm, which accounts for 
60% of all pipes sold in the U. S., 
normally devotes 90% of its $1,- 
000,000 advertising and promotion 
budget to Christmas and Father’s 
Day. With the cancer controversy 
in the headlines, the company has 
been running 52-line ads in major 
newspapers throughout the coun- 
try this summer plus spots on “The 
Arthur Murray Party” (NBC-TV) 
with its 118 channels in the U. S. 
Grey Advertising Agency, New 
York, handles the Kaywoodie ac- 
count. 


DuMont Adds WCMB-TV 
WCMB-TV, Harrisburg, Pa., will 
affiliate with the DuMont Televi- 
sion Network, effective Sept. 8. 
This station will replace WTPA- 
TV as DuMont’s Harrisburg affili- 


After World War II when 
materials became available, the 
manufacturers of mobile homes 
found that they could produce 
nine times more homes on wheels 
than in 1939. 


If the industry was to take 
advantage of its potential capac- 
ity, more than 5,000 customers 
a month had to be convinced that 
trailer living was inexpensive, con- 
venient, comfortable and fun. 

This called for a strong education 

and selling effort —an effort which 

no one of the manufacturers could 
carry on alone. 


By banding together, the industry 
as a whole could get full benefit 


of advertising’s ability to reach 
large numbers of people at low 
unit cost. 


Month after month in leading 
national magazines, our client, 
the Mobile Homes Manufactur- 
ers Association, showed newly- 
weds, retired folk, and those 
whose occupations kept them on 
the move, how living in a mobile 
home was a simple and inexpen- 
sive answer to their needs. 


Today, two million people live 
in homes on wheels. Trailer parks 


J. WALTER THOMPSON COMPANY 
420 Lexington Avenue, New York 17, N.Y. 
New York City, Chicago, Detroit, San Francisco, Los Angeles, Washington, D. C.; 
Miami, Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, 


Sao Paulo, Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, 
Port Elizabeth, Cape Town, Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne 


dot the nation’s vacation lands 
and industrial areas. 

The mobile home industry’s 
annual sales volume has risen 
from $10 million in 1939 to $320 
million today. 


What about your business? 
Are you making the best use of 
advertising’s ability to make a 
market for new ideas, new prod- 
ucts and new industries? We 
would be glad to talk with you 
about it. Just call or write: 


MATION’S LARGEST TRADE TERRITORY 


EFFECTIVE BUYING 
INCOME 
UP 44% OVER 1950 


1953 Buying Income $857,201 ,000 
1950 Buying Income $595,323,000 


(Over '/, million people spending 
Y_ Billion dollars) 


The Zl Paso Cimes 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 
A Scripps-Howard Newspaper 
Evening 


TWO Separ te Newspapers 


BUYS BOTH! 


30° Line 
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| YOU CAN DO IT BETTER, WITH A 


f SPECIALIZED 
TOOL! 


ADVERTISING REQUIREMENTS ALONE SPECIAL- 
IZES in reporting the techniques and practices and solving 
the problems of 21,000 shirt-sleeved advertising doers— 
merchandising, promotion and production people who 
spend over $3 billion a year for equipment, supplies and 
services—top prospects for you! 

Conceived and established as a specialized publication, 
AR continues in its effort to maintain its high degree of 
concentration on specific “How to do it’, “How to solve 
it’’ editorial matter that forms the strongest foundation 
possible for your product or service sales message. 


SPECIALIZED IN AUDIENCE 


The readers of Advertising Requirements are the people 
responsible for converting ideas into productive advertis- 
ing—translating copy themes into printed material, dis- 
vlays and merchandising campaigns. They are members 
of the working team that transforms the creative blue- 
print into the finished advertising product. 


Published by the 
publishers of 
Advertising Age 
and 

Industrial Marketing 


SPECIALIZED IN EDITORIAL DESIGN 


Directed to an audience interested in factual, specific information 
within highly specialized categories, AR has been designed for maxi-' 
mum efficiency in use for each of its specific reader interests. One 
of these thirteen standard categories forms the framework for each 
editorial article and department, thus funneling each specialized reader 
interest to editorial material—and advertising—bearing directly on 
its particular field. 


THE 13 CATEGORIES OF AR: 


Signs and Identification Materials Premiums, Prizes and Specialties 


Radio & TV Production Printing & Binding 

Art & Photography Shows & Exhibits . 
Photoengraving & Platemaking Window & Store Displays 
Labeling & Packaging Layout & Typography 
Audio & Visual Aids Paper Direct Advertising 


SPECIALIZED IN RESULTS 


160,000 responses in AR’s first full year of production are pretty 
“special”, too—and they are your assurance of the intense interest 
of AR’s alert readership in specific information offered by those who 
sell them the tools of their trade. You can sell better when you reach 
these special, ready-to-buy prospects in the book that talks their 
specialized language, Advertising Requirements. 


Adwertising Requirements 


200 East Illinois St. © Chicago 11 
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Dancing Girls, with Proper Cues, 
Help Move Dealers—and Goods 


(Continued from Page 3) imen can do more than spend | 
by the 8,000 dealers. The product money. 
presentation included an expensive | 


ice show but paid off: Estimates of # Accordingly, there is a tendency 5 
sales due directly to the conven- for agencies to call in outside pro- 


tion ran as high as $64,000,000. ‘fessionals to write the script (some | 

A variety of corporations are times with agency help), design) 
using dramatic presentations now. and build the scenery, hire the| 
Probably leading the list as biggest talent and do the other jobs per-' 


spenders are the automobile man-_ formed by the traditional Broad- | * 


uacturers, whose lavish produc-| way producer. 
tions often are shown to the public | 


as well as dealers. 


This type of sub-contract offers | 
unique advantages to agencies oth- | 
er than that of obtaining profes- 


s Last spring International Har- sional advice. Expenses can be) 


vester Co., usually 
rather conservative, spent $100, 000, 
on a demonstration of heavy con-| 


struction equipment. At the other | 


end of the line there’s Motorola 
Inc., whose team of hot-shot mer- 
chandisers have razzled and daz- 
zled for years. Motorola this sum- 
mer spent $25,000 on the debut of 
its new radio-tv-phono line. 

Somewhere in between, like the 
banker who drives a black hardtop 
instead of a black sedan, is Coca- 
Cola Co. But it will spend a wad 
of non-stage money in fall on 
“McNulty’s Nightmare,’ planned 
as a comic version of vending ma- 
chine operations. 

The show will be staged at the 
National Automatic Merchandis- 
ing Assn. convention in October to 
promote the interests of Cokes 
that come out of vending machines. 
I. H. Houston, NAMA president, 
after seeing the proposed script, is 
quoted as saying, “It gets across 
more constructivé ideas in a more 
entertaining fashion than anything 
our industry has seen to date.” 


# About $2 billion was spent on 
sales meetings, trade shows and 
other conventions last year, ac- 
cording to the Department of Com- 
merce. The figure is expected to be 
higher this year. 

About 20,000 of the 60,000 meet- 
ings held each year have some sort 
of rehearsed show, according to 
the estimate of one show producer. 
The number is growing steadily 
and has increased about 70% since 
1949. 

From the ad agency view, this 
popularity of stage shows is no 
blessing, but it’s hard to say “no” 
when a client wants a sales meet- 
ing prepared. Sometimes it is dif- 
ficult to bill the client for the full 


cost to the agency, including the) great deal of hard work and plan- 
time of account men taken off oth-| 


er parts of the campaign to work | 


on the show. 


# Also, more than one account has 
shifted after a sales meeting pre- 


ing is an aid to making the client’s | 


| 


considered | itemized in detail by the producer | 


and billed to the client by the 


| 


ae 
— 


oe 
| oe 


agency. Accessories to the sales| © 


meeting—printed programs, gim-| 
mick-gifts, banquet menus, etc.— 
can be prepared by the agency and 
are commissionable. 

About 25 organizations and indi- 
viduals do almost all of the busi- 
ness show production work. Big- 
gest organizations are the Jam 
Handy Organization, Detroit, and 
Dramaturgy Inc., Cleveland, which 
do about 40% of the work done by 
such companies. 


= Independent producers also are 
major factors in the business. They 
range from professionals who have 
no other jobs to writers and actors 
who turn producer when the op- 
portunity arises. 

The producer’s commission—an 
average of 15%—might appear to| 
boost the cost of the show. How- | 
ever, there are cost-cutting de- 
vices known only to the profes- 
sionals that can more than make 
up the difference. A good produc- 
er, for example, can shave the cost 
of lighting and reduce the num- 
ber of stage hands required by his 
specialized knowledge. 

The difficulty of acquiring 
knowledge in some aspects of 


FULL BORE FINALE—Conclusion of International Har- 
construction gear demonstration for 
dealers from 27 countries came when the big earth 
movers roared past the stand at full speed with 


vester’s heavy 


do not want to disclose until I re- 
tire,’ ” 


= However, Arnold Coty, Chicago) 


independent producer who has 
been in the business since the ’30s 
and is one of the biggest of the 
independents, lists these areas in| 


|'which anyone about to produce 


dramatic sales meetings must have 
up-to-date knowledge: 

1. Union regulations in each of 
the cities where the show will ap- 
pear—assuming it will be shown 
to a number of dealer groups in 
different areas. 

2. Hotel facilities. Ceiling heights 
vary and a 15’ set can’t be used 
in a hotel with an 8’ ceiling. Simi- 


trade show and sales meeting plan- 
ning is illustrated by the comments 
of Jay Judkins, chief of the trade | 
association division of the Com-| 
merce Department. 


= He told AA, “During my 25 
years in the government I have 
frequently asked leaders of con- 
ventions and trade shows to pre- 
pare comprehensive reports. Each 
one has replied as follows: 
“*Running a successful conven- 
tion and trade show requires a 


ning—and an even greater amount 
of special ‘personality adjust- 
ments,’ tricks of the trade, etc. 
“*The first type of work is suited 
to publication in a text book on 


| this subject. However, the second | 
pared by the agency fell flat. On) i 


the other hand, a good sales meet- | 


is too difficult a subject to cover | 
without hurting the feelings of my| 
brothers in this field, or disclos-| 


sales department realize that ad-|ing my own special ways, which I 


COLOR DANCE—Chorus boys and girls run down to the prop station 

to greet a prop train in Motorola’s show. The song and dance routine 

told dealers that color tv was on the way and served as the intro- 

duction to the announcement that Motorola had a 19” tube color 
receiver. 


larly, some hotels have stages, oth- 
ers do not. 
3. Hotel technical staffs. Some 


etc. who welcome outsiders. Oth- 
er crews insist on doing the jobs 
themselves. 

4. Competitors’ plans. A good 
producer usually has an idea of 


| 
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what his client’s competitors are) 


working on for their own sales 
programs. Thus, he won’t build a 
program on a “Big New Line” | 
theme if a competitor is about to} 
come out with the “Biggest Line ot 
All.” 


a 5. Talent. First, he needs writ- 
ers who can interpret technical 
phases of a sales talk, know the 
importance of various marketing 
factors and how to emphasize 
strong points, cover weak points of 
a client’s product. Then he must 
have access to good directors and 
know what types of actors and 
actresses are available in each 


'city. This can cut down the num- 


ber of the traveling cast. 

6. Transportation. If a travel- 
ing show arrives in the next city 
but the scenery and props don’t, 
the show is going to be rather dull. 

7. Costs. If the producer under- 
estimates the costs of various as- 
pects of a production he can go 
broke. If he overestimates the ex- 
penses, he will lose clients. 

Coty also recommends that the 
would-be producer be an all- 
around theater man. It is import- 
ant to be able to do any of the 
jobs of writer-director-technical 
team in case a fill-in is needed. 


® First step in setting up a pro- 
gram, Coty said, is to determine 
whether the client wants a com- 
plete script show with a theme to 
present the entire story or a show 
to tie in with the company’s own 
presentation of its product. 


When details of where the show 


| 


will go (will it go to several cities 
or be given only in one?), and who 
is to see it (distributors and deal- 
ers only or also the public?), the 
writers start to work. 

The basic script is worked out in 
| cooperation with the client and 
‘the agency. In the process the 
writer gets briefing on the com- 
pany, its product, method of man- 
ufacture, distribution and adver- 
tising plans. 


= The technical director then be- 


gins designing the props, lighting,| lots of goods, but there is a time 


mufflers open. Every piece of the $2,000,000 worth 
of equipment demonstrated in the Phoenix show 
was sold after the performance, cutting the freight 
bill to a one-way trip. 


International Harvester’s Indus- 
trial Power Round-Up, a Coty 
production, followed a _ different 
pattern. It was an outdoor show, 
held last March on Harvester’s 
proving ground near Phoenix. 

About $2,000,000 worth of 
earthmoving equipment was run 
through its paces before 600 dis- 
tributors from 27 countries. The 
cost was high—$100,000—but every 
piece of equipment demonstrated 
was sold on the spot. 

Dramatic presentations help sell 


scenery and sound devices. With| not to go in for dramatics, Coty 


the script completed, the writer 


cautions. If the spectacular ap- 


usually assists some of the client! proach doesn’t influence your pros- 


executives with their speeches, or 
writes them himself. 


pects, don’t use it. 
An example of when to stay 


Then rehearsals begin. Changes! away from dramatics was the Atlas 


again, usually right up until the| 
end of the dress rehearsal. 
The actual show may run as| 


long as nine hours, with breaks | 


‘are made, then made again and| Powder Co. seminar for the So- 
hotels have crews of electricians, | 


ciety of Cosmetic Chemists in New 
| York in 1952. Charts and analyses 
/made more sense than dancing 
girls, so the presentation of a new 


for coffee and lunch. There usu-| Atlas chemical was strictly formal. 


ally are four or five scenes, each | 


After the meeting however, each 


one fairly complete in itseif but all| chemist received a gift pack of 
related. Between the scenes are|cosmetics and toiletries contain- 
talks by company executives ex-| ing the stuff so he could try it out 
plaining the product line, policies | himself. 

or whatever is the purpose of the! The general rule, however, is 
meeting. | that leg art makes sense to deal- 
= The Motorola show followed | ers and others a manufacturer 
this pattern. It unveiled the cur-| wants to influence. But it must 
rent line, gave advice to dealers) be used carefully to punctuate the 
on how to sell, explained the up-| manufacturer’s pitch, not detract 


coming ad schedule. 


‘from it. 


TRUE-LIFE DRAMA—No soap opera this, but a scene from the Quaker 

Oats Co. sales meeting drama depicting the daily life of a Quaker 

salesman as it really is. The skit contrasted with a presentation of 

the idealized salesman who leaves home carrying portfolio and 

wearing a homburg after being served breakfast by his waitress- 
dressed wife. 
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You Oudtt toKuow - «James Carmine 


When James H. Carmine, newly 
elected president of Philco Corp., 
joined the company in 1923, it 
was known as the Philadelphia 
Storage Battery Co. Annual sales 
were about $4,000,000. Last year, 
Philco’s sales volume was $430,- 
000,000. 

Jimmy Carmine played a vital 
part in Philco’s expansion, and he 
doesn’t mind admitting that ad- 
vertising has been of great im- 
portance. He has always been a 
vigorous exponent of the function 
of advertising in the sales picture. 
In his early years as a field sales- 
man for Philco, he initiated a co- 
operative advertising plan with 
his dealers. This plan later be- 
came the nucleus of the national 
cooperative ad policy of the cor- 
poration. He has adhered strictly 
to the belief that advertising is as 
much a part of the cost of doing 
business as rent, light and heat, 
and anyone who fails to devote a 
proper percentage of sales volume 
for the promotion of business is 
doomed to failure. 

Mr. Carmine has a keen under- 
standing of what advertising can 
and cannot be expected to do. He 
deplores the wasteful use of ad 
funds for purposes other than in- 
fluencing the consumer to buy. 
The pressure to use promotional 
money to “buy” the dealer’s sup- 
port has always fallen on deaf ears 
as far as he is concerned. 


@ Under Mr. Carmine’s direction 
Philco has achieved a nationwide 
reputation for aggressive and con- 
tinuous promotion. Plans constant- 
ly emanate from headquarters to 
enable dealers all over the coun- 
try to participate in well-planned, 
profitable promotions. Mr. Car- 
mine’s thinking has been to give 
many dealers a professional mer- 
chandising and advertising service 
that would be unavailable without 
Philco’s aid. 

In the field of national adver- 
tising, he has brought Philco to a 
foremost position in the appli- 
ance, radio and television indus- 
tries. Frequently, Philco cam- 
paigns in all media have attracted 
wide attention and have been used 
to set patterns for other compa- 
nies’ tv and appliance advertising. 
(He has directed expenditures of 
as much as $40,000,000 for ad- 


vertising in one year.) 

Mr. Carmine has sparked such 
drives as “Balanced Beam,” 
“Golden Grid Tuner,” “Deep Di- 
mension” (with the echoes on the 
air emphasizing the dimension) in 
national outlets. He also was the 
driving force in Philco’s sponsor- 
ship of the 1952 national political 
conventions, election returns, the 
top-rated Philco Television Play- 


James H. Carmine 


house and the simulcast of Don 
MecNeill’s “Breakfast Club.” 


= From 1948 to 1949, when he 
served first as vice president in 
charge of distribution and then 
executive vice president, he be- 
came known throughout the na- 
tion for his sales and advertising 
thinking which has played a lead- 
ing part in the development of the 
strong Philco distributor organiza- 
tion and more than 25,000 dealers. 

Under his guidance, Philco 
gained a name-in American in- 
dustry for its great dealer conven- 
tions. In June, 1953, Philco held 
the largest dealer convention ever 
assembled by a single firm when 
the company brought more than 
7,500 dealers from all states and 
some foreign nations to Atlantic 
City. 

Mr. Carmine is a native of Sa- 
lem, Md., where he was born 52 
years ago. He attended public 
schools in Maryland, Delaware and 
New Jersey and later attended 
business school. His first job was 
with DuPont at the Kearney’s 
Point, N. J., chemical plant where 
he worked in the traffic depart- 
ment. 


His first job with Philco was 
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STRAIGHT YEAR 


CARRIED MORE 
LOCAL GROCERY 
LINAGE .. . 
THAN ANY OTHER 
IOWA DAILY 


| WATERLOO DAILY 
COURIER 


1 601 972 LINES 


Write. 
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with 
WATERL 


Obs A Finley Maton 


Waterloo Daily 


The Big difference between the Waterloo Courier 
and every other lowa daily is the way the 
Courier hustles for and gets tie-in advertising. 
Look here . . . from January 1, 1953, thru De- 
cember 13, 1953, the Courier's merchandising 
staff solicited 354,197 linas of tie-ins . . . in 
11,080 insertions. 

Let our advertising and merchandising department 
show you whet can be done with your product. 


’ tows’ 


Adventur 


idue to the sales and promotional 


selling automobile parts, especial- 
ly batteries, in the Philadelphia 
area. Soon he was switched in a 
similar job in the Pittsburgh area. 
In 1928 he was transferred to 
Syracuse as division manager, and 
later served in similar capacities 
in Buffalo and Cleveland. He 
proved so valuable that in 1932 
he became Midwest sales mana- 
ger with headquarters in Chicago. 


= Philco entered the radio man- 
ufacturing field in 1928. Within 
two years the company took over 
the leadership in this field, an 
achievement in no small measure 


leadership of Mr. Carmine. 

In 1939, he was transferred to 
Philco headquarters in Philadel- 
phia as assistant general sales 
manager. Two years later he was 
named general sales manager, and 
in March, 1942, became vice pres- 
ident in charge of merchandising 
and a director of the corporation. 

Mr. Carmine lists golf and boat- 


ing among his favorite hobbies. He 


is president of the Huntingdon | 


Valley Country Club in a Phila-, 


delphia suburb. He is also commo- 
dore of the Key Largo setetitte, 
Club at Key Largo, Fla. 


‘Architectural Forum’ Names 2 

Bruce Elliot and Ted A. McKib- 
ben have been appointed to the 
Chicago advertising sales staff of 
Architectural Forum, a Time Inc. 
publication. Mr. Elliot formerly | 
was in the sales development de- | 
partment of U. S. Gypsum Co., 
and Mr. McKibben previously was 
a member of the circulation staff | 
of Life in Minneapolis. 
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YOU CAN'T PREDICT 
the day when someone 
will accuse you of 


LIBEL OR SLANDER 


ADVERTISERS * AGENCIES © CLIENTS 
all can have 
INSURANCE 


against this hazard, at very little expense. 
It's smart to have our special policy — 


AND BE PROTECTED 
WRITE FOR DETAILS AND RATES 
EMPLOYERS REINSURANCE 
CORPORATION ~ 
_ INSURANCE EXCHANGE 

KANSAS. CITY, MISSOURI 


fo Health \° Pee 


it's great to to 


be in Ml AMI! 
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y 


a new 


Detroit Representative 


BOOTH 


for 


NEWSPAPERS 


@ For greater convenience and service to our 


advertisers, we are pleased to announce the 


appointment of a new Detroit Representative: 


WM. SHURTLIFF 


340 E. Huron Street 
Ann Arbor, Michigan 
Normandy 3-4265 


GRAND RAPIDS PRESS e FLINT JOURNAL e KALAMAZOO GAZETTE e SAGINAW NEWS 
JACKSON CITIZEN PATRIOT « MUSKEGON CHRONICLE e BAY CITY TIMES e ANN ARBOR NEWS 


RAPHIC REVIEW 


THE WEEK 


Hunter Sugg 


LOCAL COLOR—Another first is claimed, this time by 
WKY-TV, Oklahoma City, which originated the 
first colorcast fed to a national net by an independ- 
ent station during the annual American Indian Ex- 
position at Anadarko, Okla. During intermission the 
welcome feathers were spread for a sponsor, Jerome 
J. Crowley Jr., president of O’Brien Corp., South 


Goombi Crowley Dykstra 


Bend paint manufacturer, who will bankroll color- 

casts of half-time ceremonies at Oklahoma football 

games. Welcomers are Alfred Hunter, director of 

the exposition, P. A. Sugg, WKY-TV station man- 

ager, Robert Goombi, president of the Inter-Tribal 

Council of American Indians and Jack F. Dykstra, 
O’Brien division sales manager. 


SPORTS ILLUSTRATED—Esther Williams was guest of honor at a party 

given by Roos Bros., San Francisco sporting goods store, and Time 

Inc. to introduce Sports Illustrated. She chats with Mrs. Claudia 

Gilboy as Joe Weiner, head of the San Francisco agency bearing his 
name, enjoys the conversation. 


YOUR | YOUR FAVORITE DRINKS | a 
ae eee 


Abbott Kellin Fritz 


oo Stephens Doyle 


ALPO a, 


PRE-SEASON PRACTICE—First Christmas party of the year was on Aug. 

18, in Chicago’s Gaslight Club, when all the admen made for the 

mistletoe. Center of attention here is model-waitress Marnee 

Stephens, who is chin-chucked by Robert E. Abbott, creative chief, 

Burton Browne Advertising. Assistants are Walter Kellin, club 

manager behind the beard, Edward E. Fritz Jr., W. E. Lang Co., and 
J. Stuart Doyle, Foote, Cone & Belding. 


SOLID SALE—Alp, the Alpo dog food mascot, expresses appreciation 

for promotion of chicken dog food by nuzzling Sid Tannenbaum, 

president of Weightman Inc., Philadelphia, the Alpo agency. En- 

joying the testimonial are Rex Trailer, (left) whom Alpo sponsors 

on WPTZ. At right is “Tony” Hunsicker, Philadelphia broker for 
the dog food. 


GLOWS, TOO—Fiberglas-plastic signs 
like this have been designed for 
Spacarb vending machines with 
rear illumination by fluorescent 
tubes as the attention getter. 


you keep ‘em safe- 


we'll keep ‘em sound 


ffOREMOST (i W 
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a + Er 
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SAFETY TIE-INS—Outdoor posters are used to promote driving care as well as foods in the 
Washington, D. C., area (left) and in Jacksonville, Fla. The message at left is geared 


arabe + RNC ee a aes wes ~ ete a ee z Meat a celal cialis tl. OE lll inns eat 


to a safety campaign by Pick Temple’s Giant Ranger Club (WTOP-TV, 85,000 young- 


sters). Milk poster will have newspaper and tv advertising support. 
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Better Reading Is 
Spur to Culture— 
and to Ad Perusal 


New York, Aug. 24—Business 
men complain they lack time to 
keep up with their reading of 
business papers, business books 
and business reports. What they 
really lack is the ability to read. 

That’s what “Grey Matter,” 
semi-monthly house organ of Grey 
Advertising Agency, says in its 
Sept. 1 issue. It also offers sugges- 
tions on what can be done about 
it. 

Emphasizing that “we do not 
lack for reading time, but that we 
lack reading skill,” the article 
points out that “of the basic 3 R’s, 
reading is the only one that has 
failed to develop in the last 50 
years. We have both shorthand 
and typewriting to speed up writ- 
ing. We have all kinds of ma- 
chines including the electric com- 
puter to speed our arithmetic—but 
we still read in the same old way 
with the same old lack of speed. 

“If we could double the nation’s 
readin; ability,” the article says, 
“we wuld not only make cultural 
advan. cs commensurate with our 
techno ogical and living-standard 
advances, but we could double the 


time for advertising’s printed 
word.” | 


a “Grey Matter” suggests that) 
with “the financial support, the | 
manpower support, and the brain- 
power support” of such organiza- 
tions as American Book Publish- 
ers Council, American Newspaper 
Publishers Assn., Associated Busi- 
ness Publications, Periodical Pub- 
lishers Assn., and other organized 
groups in the graphic arts, plus 
American Assn. of Advertising 
Agencies, and Assn. of National 
Advertisers, a start could be made. 

First, the article says, “reading 
is an acquired skill. An expert 
versed in modern reading fech- | 
niques can increase the reading | 
ability of almost anybody. In some | 
of the courses for reading, reading 
skill (as measured in time, un-| 
derstanding and absorption) has_ 
beon increased from 200 to 500% | 
—and this among university grad-| 
uates who had thought they were 
pretty good readers. | 

“A study made by the Carnegie 
Foundation of reading skill,” the 
article points out, ‘‘sums it up this 
way: ‘To all intents and purposes, 
so far as reading skill is con- 
cerned, the [the average college 
student] remains a sixth-grader.” 


® Secondly, the article points out, 
the possession of skill encourages 
the use and enjoyment of it. ‘““Pho- 
tographic reading,” it says, “that 
scans a page almost as an elec- 
tronic eye does—that is the mod- 
ern technique. And what a nation 
trained to read photographically 
could mean to printed advertising 
makes one’s mouth water! 
“Incidentally,” it continues, 
“whatever enables the public to 
skim, and simultaneously to ab- 
sorb more, benefits advertising not 
only for obvious reasons—but also 
for the reason that advertising 
messages are more subject to 
skimming than editorial messages. 
Clearly, the more adept more peo- 
ple are at skimming, the more 
readers advertising will gain.” 


® Specifically, “Grey Matter” sug- 
gested that (1) printed media 
should continually promote bet- 
ter reading among their readers, 
(2) personnel directors should be 
concerned with reading training 
among employes and executives, 
(3) colleges and_ universities 
should add reading courses, (4) 
research funds should be provided 
for further study of reading and 
(5) competition, awards and 
other promotional devices should 
stimulate interest in reading im- 
provement. 


® tute, New York, will release in 


ROBERT P. PALMER, associated with 

the Kemper insurance companies, 

Chicago, since 1935, has been ap- 

pointed advertising manager of 

Lumbermens Mutual Casualty Co., 
one of the Kemper group. 


Dewey to Allen & Reynolds 

John T. Dewey, former produc- 
tion manager of J. R. Pershall 
Co., Chicago, has been appointed 
production manager of Allen & 
Reynolds, Omaha. 


: | picture, titled “The Story of Colo- 


» API to Release Oil Movie 


The American Petroleum Insti- | 
October a new technicolor motion 


nel Drake,” which covers the be- 
ginning of the U.S. oil industry 
near Titusville, Pa., from 1859 on. 
The film is 29 minutes in length 
and is available in both 16 and 
35mm. Prints may be borrowed 
from the institute for public show- 
ings, after Oct. 10. 


Bolling Names Hardenbergh 

Robert B. Hardenbergh, former- 
ly in the Chicago sales office of 
Crosley Broadcasting Corp., has 
been named an account man of 
Bolling Co., Chicago, radio station 
representative. 


Salterini Names Landi 

John B. Salterini Co., New York 
manufacturer of wrought iron 
furniture, has named Erberto Lan- 
di Advertising Co., New York, to 
handle its advertising. Harold J. 
Siesel Co. was the previous agen- 
cy. 


FATHERS | 


This is NELSON CARTER, 
Vice President, 

Foote, Cone & Belding, 
44 (Account Executive 
on Sunkist Growers, Inc.) 


HOUGHTFULLY munching on a 
Sunkist orange, he declares: 


“Vitamin C’s good for children. 
So are protopectins. And Sunkist 
oranges are loaded with them. 
If ever | find my three kids up a 
tree, it'll be okay with me. They‘! 


FAMOUS FATHERS AGREE: Women are wonderful, 
... but MOTHERS are better and bigger customers! 


| 


be after Sunkists.” 


Yes, Mr. Carter, smart kids 
peel it. And smart advertisers 
know there's lots of profit 


nourishment in PARENTS’ 


families! 


know a good thing when they 


1,625,000 biggest food-buying 


if 
P 


A MERICAN 


AVIATION’S 


ora 


Armrnrusatl 


ENGINEERING AND 
DEVELOPMENT ISSUE 
October 25, 1954 


means 


sale 


Last year’s Engineering and Development issue 
drew thousands of specific product inquiries. 
Here is a partial list of the job titles and 
affiliations of respondents. 


advertising authorizations 


must be in our 
October 4, 1954 


hands by 


Asst. for Electronics to 


the Deputy Commander 


Designer 

Components Engineer 
Hydraulic Engineer 
Chief, Jet Engine Dept. 
Research Engineer “A” 
Designer 

Designer 

Group Leader 

Design Engineer 
Research Engineer 
Thermodynamicist 
Instrument Engineer 
Procurement 
Executive Vice-President 


Project Engineer 
Propulsion Engineer 
Technical Engineer 
Systems Engineer 
Equipment Engineer 
Senior Engineer 
Development Engineer 
Weights Engineer 
Designer A 

Design Engineer 
Aerodynamics Engineer 
Manager of Engineering 


Project Design Engineer 
Design Engineer 
Service Engineer 
Design Engineer 
Rocket Test Engineer 
Aero Engineer 


Air Material Command 
Northrop Aircraft 
Boeing Airplane 


Douglas Aircraft 


Boer Alirpiane 

Bell Aircraft 

Pastushin Aviatio 

North American Aviation 

General Electric 

North Americai 

Northrop Aircraft 

Lockheed Aircraft 

Northrop Aircraft 

Officine Aeronavali Spa 
Ro ie 

Hydro-Aire 

LONnvall 

General Electric 


Chance Vought Aircraft 
Lockheed Aircraft 
Marquardt Aircraft 
Westinghouse 

Bell Aircraft 

Douglas Aircraft 

North American Aviatior 
Convair 


Scandinavian Airline 
Stor khoin 


Chase Aircraft 
Westinghouse 
Kaman Aircraft 
Glenn L. Martin 
Bell Aircraft 
Glenn L. Martin 


Ss action 


for your advertising 


Specialties Engineer 
AF Officer-in-Charge 
Supt. of Engineering 


Senior Engineer 

Chief Flight Test. Eng. 
Asst. Project Engineer 
Development Engineer 
Senior Project Engineer 
Asst. Project Engineer 
Research Engineer 
Staff Engineer 


Goodyear Aircraft 

Sikorsky ¢ 

Nagoya Engineering Works 
japan 

Melpar, Inc 

\inneapolis-Honeywe 

Bendix Aviation 

Lear Ine 

Sperry Gyroscope 

Curtiss-Wright Prop. Div 

Minneapolis-Honeywel 

Lear, Inc 


AMERICAN AVIATION / ApveRTISING OFFICES: LAGUARDIA AIRPORT, N.Y., N.Y. 
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Nabisco Foods Is New Name | . 
The name of Canadian Shredded ‘St. Louis BBB Asks 


Wheat Co., Niagara Falls, Ont., a Tighter Standards 


subsidiary of National Biscuit Co., 
New York, has been changed to for Automobile Ads 
Nabisco Foods Ltd. 

St. Louis, Aug. 24—The St. 


tightened its standards governing 
advertising of new and used cars. 

The modification imposes tighter 
limits on warranty descriptions of 
new cars sold by other than 
factory-authorized dealers and on 
trade-in copy. 

Under the previous provision, 
which went into effect last May 
18, new car advertising was sub- 
ject to these limitations: 

“Current model cars shall not be 
advertised by other than factory 
authorized dealers for the par- 
ticular make of car without use of 
some statement or qualification 
that plainly conveys to the reader 
information that the car is used or 
second-hand. ‘New’ or ‘brand new’ 
shall not be used to describe a car 
by other than an authorized deal- 
er and then only if it is a present 

The new version reads: 


These 14 Farm-Rich South Dakota Counties 


TWICE 


as big as the last one! 


JANUARY 7-11 
MADISON SQUARE GARDEN - NEW YORK 


America’s Biggest Equipment Show 
for America’s Biggest Business 


HDQTRS. — 20 E. 55th ST., NEW YORK 22, N. Y. 


@ Medium to Which They Turn for Advertising. 


This rich, rural market, with well above average income, 
turns daily to the pages of the Argus-Leader for buying 
information. They want to be told—want to be sold! 
The dominating coverage of 52,000 circulation and edi- 
torial leadership makes the Argus-Leader your best sales 
medium in the great Sioux Empire. 


SIOUX TT | d 


South Dakota's Leading Newspaper 
Represented by GILMAN, NICOLL & RUTHMAN 


a! 


98% Family Coverage 
of City Zone 
66% Family Coverage 
Retail Trading Zone 


or immediate past model and un- 
used.” 

“Cars not described as used shall 
not be advertised for sale and de- 
scribed as ‘current models’ by us- 
ing the words, ‘current model’ or 
by using the numerical designa- 
tion of the current year (for ex- 
ample: ‘1954 Fords’) or adver- 
tised as ‘new’ or ‘brand new’ by 
any dealer who cannot deliver a 
bona fide factory warranty such 
as is usually given by the manu- 
facturer of that particular make 
of car through an authorized deal- 
er, unless it is prominently stated 
in the advertisement in conjunc- 
tion with the name of the car or 
the price quoted, that the car is 
being offered without the manu- 
facturer’s warranty. ‘Sold without 
factory warranty’ or ‘Sold with our 
own warranty’ shall not be deemed 
sufficient warning to permit the 
omission of a direct statement 
that the car is being sold without 
the manufacturer’s warranty.” 


s The provision affecting trade-in 
advertising, formerly stated: 

“No specific price shall be 
quoted as an offer for a trade-in, 
nor exaggerated statements made 
about the ‘size’ of the trade-in 
allowance being made by the ad- 
vertiser, unless a qualifying state- 


ment is made that price to be al- 
lowed is dependent upon the con- 
dition of the prospective buyer’s 
car.” 

The provision now reads: 

“If a price quoted in an adver- 
tisement as an offer for an old car 
of certain year and make, to be 
traded in on the purchase of a new 
car, is dependent upon the model 
or condition of the car, that fact 
shall be plainly and prominently 
stated in conjunction with the 
price offered. ‘Aliowance depends 
upon model and condition of trade- 
in,’ ‘Allowance depends upon the 
model and condition of old car’ 
and similar statements consistent 
with the facts, shall be deemed 


_ | sufficient compliance.” 


‘SOLD! $459, 000, 000 « a 


It’s tobacco auction time in North Carolina! Those cash regis- 
ters are really ringing. And this is only one reason why North 
Carolina rates more firsts in recognized market surveys than 
any other Southern state. 

Selling this big, buying market is no mystery. More 
North Carolinians listen to WPTF than to any other station. 


NBC Affiliate for RALEIGH-DURHAM and Eastern North Carolina 


NORTH CAROLINA’S NUMBER ONE SALESMAN. 


+ 50,000 watts 


IN THE SOUTH’S NUMBER ONE STATE Bs ME 600 xe 


FREE & PETERS 


R. H. MASON, General Manager » GUS YOUNGSTEADT, Sales Manager National Representative 


Ri oles > Th Aree ie tae AGN loos a SR ie er a ae ae ea 
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Mackay 
AGENCIES JOIN—James R. Miller will be president of the new agency 
formed by merging Miller & Co. and Wallace Mackay Co. in Seattle. 
Shown making plans with him are Wallace J. Mackay, exec. v.p., 

Martuwe Hartung and Jerry Hoeck. 


Hartung Hoeck Miller 


Miller, Mackay Agencies in Seattle to Merge 


SEATTLE, Aug. 24—Two Seattle|Gerald A. Hoeck, v.p. and radio- 
advertising agencies—Miller & Co.) tv director, and Marlowe Hartung, 
and Wallace Mackay Co.—an-|v.p. and art director of the new 
nounced last week that they would agency, have been Mackay Co. 
| partners. 


merge Jan. 1 to form a new agen- | 
cy—Miller, Mackay, Hoeck & Har-| “Objective of the merger,” the 
participants stated, “is formation 


tung 
Consolidation will rank the new|of what we hope will prove the 
agency among the two or three | strongest creative agency on the 
biggest in Seattle. On the basis of Pacific Coast. 
present clients, the agency will| “The present agencies, which 
have total billings of approximate-| have won many national, region- 
ly $2,500,000. al and local advertising awards, 
The new agency will bring to-' serve consumer, industrial and in- 
gether as partners four advertis- | stitutional clients.” 
ing men who have been close bus-| Major accounts of Miller & Co. 
iness and personal friends. All are| are ,Ranier beer and LaBow- 
under 40, and all served as offi- | Haynes Co. Major accounts of 
cers in World War II. ‘Wallace Mackay Co. are Bardahl 
President of the new agency, Mfg. Co., Buchan Baking Co., West 
will be James R. Miller, who|Coast Empire Airlines, Seattle 
formed Miller & Co. in January, City Light and Gold Shield Cof- 
1952. He had been an account ex-_| fee. 
ecutive at Western Agency here. Announcement of staff arrange- 
Wallace J. Mackay, head of the, ments and new quarters will be 
Wallace Mackay Co., founded by made before the present agencies 
his father in 1927, will be exec. v.p.' are dissolved Jan. 1. 


Milk-Bone Dog Food in Drive 

National Biscuit Co., New York, 
will use a 25¢ get acquafnted cash 
refund offer to promote its Milk- 
Bone dog food line beginning next 
month with a coupon on the back | 
panel of all large packages of 
Milk-Bone dog biscuits and “tiny 
bits.” Advertising support will in- 
clude radio, television, half-page 
ads in consumer magazines and 
insertions in Sunday ‘supplements 
and store-distributed magazines. 
McCann-Erickson, New York, is 
the agency. 


consumer publications, direct mail 
and catalogs will be used. 


_ Super-Bright — 
“DAY-GLO’ 


Commands | 
Super-Attention! 


Towle Food Names Whiting 

Roy V. Whiting, formerly na- 
tional account executive for Na- 
tional Advertising Co., a division 
of Minnesota Mining & Mfg. Co., 
has been named v.p. in charge of 
advertising and sales promotion 
for Towle Fcod Products Co., Chi- 
cago. Towle holds the exclusive 
national distribution franchise for 
frozen boneless turkey, a product 
which has already been introduced 
to the restaurant trade and will be 
packaged for the home market 
starting Oct. 15. 


@ DAY-GLO Day- 
light Fluorescent 
Colors — the Brightest 
Colors in the World— 
add stopping power 
and sales impact to 


all your advertising. 


Be bright, 
Use DAY-GLO! 


Jackson, Haerr Moves: 
Adds National Ideal Co. 

Jackson, Haerr, Peterson & Hall 
has moved its Jefferson City, Mo., 
office to larger quarters at 300- 
304 Adam St. 

National Ideal Co., Toledo, has 
appointed the Peoria office of the 
agency to handle advertising for 
its Premier poultry, dairy and 


SWITZER BROS., INC. 
FIRST NAME IN FLUORESCENT COLORS 
4732 St. Clair Ave. + Cleveland 3,Ohio 
_IN CANADA: STANDARD SALES COMPANY 
4097 Madison Avenve, Montreal .28, Quebec 


stock farm equipment. Trade and 
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Manufacturer Held 
Responsible for 


Salesmen’s Claims 


WASHINGTON, Aug. 25—A Fed- 
eral Trade Commission hearing 
examiner ruled today that Pressed 
Steel Car Co., Chicago, is respon- 
sible for misleading statements 
used in the sale of its cooking 
utensils by salesmen who are em- 
ployed by an independent distribu- 
tor. 

The examiner, Abner E. Lips- 
comb, said efforts were made to 
create the impression that the 
salesmen were authorized repre- 
sentatives of Pressed Steel. Under 
the circumstances, he said, he feels 
it is proper that the commission 
should hold the manufacturer re- 
sponsible for oral statements made 
by the salesmen. 


= Mr. Lipscomb recommended 
that FTC issue an order to pre- 
vent Pressed Steel and Permanent 
Stainless Steel Inc., Houston, ex- 
clusive distributor of the stainless 
steel pots and pans, in Texas, New 
Mexico, Arizona and Oklahoma, 
from disparaging aluminum cook- 
ing utensils, and from making de- 
ceptive statements. 

Among other things, salesmen 
employed by Permanent were said 
to have declared at demonstrations 
and sales talks that the consump- 
tion of food stored or cooked in 
aluminum utensils will endanger 
health. 

“It is neither detrimental nor 
hazardous to the health,” Mr. Lips- 
comb said. 


# In directing the order against 
Pressed Steel as well as Perman- 
ent Stainless, he rejected the argu- 
ment that Pressed Steel is not re- 
sponsible for statements made by 
salesmen at party-demonstrations. 
He said this contention is based on 
the technical theory that Pressed 
Steel is legally insulated from the 
retail distribution of its product 
because it sells to independent dis- 
tributors who in turn distribute to 
the purchasing public through 
salesmen who are not its employes 
but persons over whom it has no 
control. 

Mr. Lipscomb pointed out that 
advertising folders distributed at 
the party-plan sales demonstra- 
tions bore the name of Pressed 
Steel and created the impression 
that the salesmen were the author- 
ized agents and spokesmen of the 
manufacturer. 


Nelson Shipp Heads Georgia 
Advertising Commission 

Nelson Shipp, secretary of the 
Georgia Department of Commerce 
has been named by Governor Her- 
man Talmadge to head the Georgia 
Advertising Commission. The 12- 
member group will coordinate of- 
ficial state advertising and that 
offered by private enterprise to 
promote Georgia’s resources for 
industry and pleasure. 

Other members of the commis- 
sion include J. J. McDonough. 
Herbert Bondurant, Mills B. Lane 
and C. E. Wollman, all of Atlanta 
and Flourney Fiske, Augusta. 


Payntar Gets Chicago Show 

Payntar Advertising Agency, 
Evanston and Northbrook. IIl., has 
been appointed to handle the pro- 
motion for the Do-It-Yourself 
Show to be held Oct. 23 through 31 
at Navy Pier, Chicago. Newspa- 
pers, radio, car cards, oudoor post- 
ers and dealer tie-in material will 
be used. 


Levey Co. Gets ANPA Nod 


Mervin N. Levey Co., Toledo, 
has been granted recognition by 
the committee on advertising agen- 
cies of the American Newspaper 
Publishers Assn. The agency has 
acquired 19 accounts since its for- 
mation in August, 1952. 


wire CONMATIC 


OPEN AND SHUT CASE—Evidence of the current importance being at- 

tached to zippers which don’t jam is this spread in the August issue 

of Harper’s Bazaar offering Conmatic zippers in Carolyn Schnurer 
dresses as sold at Best & Co. and elsewhere. 


(Continued from Page 1) 
since 1951, according to his fig- 
ures. 

In financial circles, he went on, 
Ward stock was in third place six 
years ago on the so-called “fa- 
vorite fifty” list. Two years ago, 
he said, it had dropped to 36th 
»Xosition, and last year it had fall- 
en off the list entirely. “If the 
stockholders place an aggressive, 
constructive, common-sense man- 
agement in authority, Montgom- 
ery Ward will be restored to the 
prestige it deserves and to the 
‘favorite fifty’ list,’ he stated. 


= In an obvious reference to 80- 
year-old Sewell L. Avery, pres- 
ent board chairman, he charged 
the present mafiagement with 


Wolfson Seeks Control of Montgomery Ward 
and Plans to Restore it to ‘Rightful Position’ 


“blindly and obstinately” hitching 
the company’s future to a de- 
pression, adding, “This has been 
called eccentric, but actually it 
has been a disastrous disservice 
to the stockholders of the com- 
pany.” 

Other points of his proposed 
program include putting idle capi- 
tal to work, giving Montgomery 
Ward the caliber and number of 
competent executives it needs, in- 


sisting that the company “execute 
‘an about face, recapture its lost 


trade, and get back into step with 
the U. S. march toward greater 
prosperity,” and eliminating “the 
self-serving interests of stock op- 
tion plans promulgated by execu- 
tives and which give them an ad- 
vantage over stockholders.” 


Ad Allowances to 
One Store Must be 
Offered to All: FTC 


(Continued from Page 1) 
offered for newspapers 25¢ per 
garment or one half the cost of the 
ad, whichever was less, for cus- 
tomers with an initial order of 600 
cotton dresses or more. 

One of the “victims,” FTC said, 
was R. H. Macy & Co., New 
York, which received no advertis- 
ing credit or allowance at a time 
when Franklin Simon, New York, 
received $3,500. 

The commission rejected the de- 
fense that Franklin Simon quali- 
fied by making an off-season pur- 
chase. FTC said R. H. Macy should 


Auto Dealers Spend 
$36.39 per Car on 
Local Ads: NADA 


WASHINGTON, Aug. 25—National 
Automobile Dealers Assn., said to- 
day that car retailers spent an 
average of $36.39 per new car sold 
for local ads during the first six 
months of 1954. 

(This is considerably higher 
than the average per-cost of na- 
tional auto advertising. Apver- 
TISING AGE’s annual study (AA, 
Aug. 9) showed that manufac- 
turers spent an average of $17.59 
for each car sold last year. This 
does not include local and co-op 
advertising allocations. The 1954 
figure is expected to be higher.) 

The average dealer’s advertising 
budget during the first half of 1954 
was $2,481 and total expenditures 
for local advertising for all dealers 
were estimated at $99,000,000 in 
the six-month period. 

The association cautioned that 
these figures included expendi- 
jtures in hometown newspapers, 
\radio, tv and for handbills and 
Signs. They did not include expen- 
ditures for factory cooperative ads 
jand national tv shows. 


| 


have been informed of the condi- 
tions under which the allowance 
would be available. 

The commission also objected to 
a situation in Newark where Kres- 
ge-Newark received an allowance 
of $150 on its purchase of 300 
dresses as part of a bulk purchase, 
and two competitors received no 
allowance. 

The Kresge-Newark allowance 
was its portion of $1,645 in adver- 
tising credits received by Mutual 
Purchasing Svndicate for ordering 
a total of 6,386 dresses for its 
members. 

FTC noted that the dresses were 
billed and shipped directly to the 
members of the syndicate, and 
payment was made by the stores. 
It said under the circumstances 
that it considered Kresge-Newark 
and others to be “customers” of 
the manufacturer who received 
advertising allowances not avail- 
able on the same terms to others. 


13 Retailers Buy 
Pages in First of 
‘SI’ Regional Runs 


New York, Aug. 27—Thirteen 
pages of local retailer ads appear 
in the current issue of Spots II- 
lustrated, as the result of the first 
trial of another Time Inc. experi- 
ment. 

Seven New York stores pur- 
chased pages in the regional in- 
serts distributed in this area. Six 
Chicago retailers, including a 
sports car dealer, bought the re- 
gional deal there. 

The issue has slightly more than 
five pages of national ads. 

Only full pages were made 


Advertising Themes Mesh as Zipper 
Makers Solve an Age-Old Problem 


(Continued from Page 1) 
Waldes Kohinoor Inc. will con- 
tinue doing mostly business paper 
advertising and insertions in the 
New York Times Magazine. The 
company won’t say if it has a new 
zipper in the works. 


e The three companies named a- 
bove, along with Scovill Mfg. and 
Coats & Clark’s Crown Zipper, 
probably constitute the big five in 
the $100,000,000 slide fastener 
business. Of the big boys, only Ta- 
lon makes its figures public. While 
that point on it’s mostly guess- 
work. 

Actually, there are about 170 
companies in the slide fastener 
business, according to the Slide 
Fastener Assn., many of which 
are small. 

Talon accounts for about 30% 


Subscription TV 
Can ‘Rescue’ the 
Networks: Faught 


DANVILLE, ILL., Aug. 26—Zenith 
Radio Corp.’s version of subscrip~ 
tion television—Phonevison—has 
big plans: Not content with help- 
ing (a) the viewers and (b) the 
stations, it also hopes to save the 
networks. | 

This was brought out by Millard 
C. Faught, economic consultant to 
Zenith, in a talk delivered to the 
Kiwanis club here. 

“Unless subscription television 
comes to their rescue by giving the 
networks a crack at important in- 
stantaneous box office events,” 
Mr. Faught predicted, “network tv 
as we know it today cannot sur- 
vive against the competition of 
theater tv for these big events and 
the trend toward direct purchase 
of local time by national adver- 
tisers.” 


s Attributing most of today’s tv 
net prosperity to profits made 
from owned-and-operated stations, 
Mr. Faught foresaw serious trou- 
bles for the networks, especially 
in the trend to films. 

“The overwhelming majority of 
filmed entertainment programs on 
tv are now produced outside the 
networks,” he declared. “Already, 
many of these shows are being sold 
directly to the advertisers, who 
spot them on independent stations, 
at local rates, at times of their own 
choosing. 

“If this trend continues,’ he 
forecast, “the time will come when 
the only advantage the networks 
have to offer is their ability to pro- 
vide important instantaneous pro- 
grams like news, major sports 
events, McCarthy hearings, and 
the like.” 

Subscription tv, said Mr. Faught, 
can keep the nets going in the “in- 
stantaneous” field by “restoring 
healthy competition between thea- 
tor and network tv for box office 
events.” 

Mr. Faught also predicted FCC 
approval of subscription tv “within 
a year or two.” 


to be scheduled. A maximum of 
eight pages is offered in each city. 

Time Inc. executives said that 
the inserts, strictly an experiment, 
/may be offered in other cities, but 
shave not been scheduled outside 


available on local rates. The b&w ,°f New York and Chicago. 
rate in New York is $660 and in| 
Chicago it’s $420 (AA, Aug. 9)., Vogue Wright Names Kaep 


Distribution is estimated by Sports 


Vogue Wright Studios has ap- 


Illustrated at a minimum of 55,000 pointed Louis J. Kaep v.p. and 


in the New York area and 35,000 in 
the Midwest. 

Regional inserts will be offered 
in New York and Chicago Nov. 29 
and Jan. 3, with others probably 


/general manager of its New York 
\studio. Mr. Kaep formerly was 
'director of art and production of 
|Montgomery Ward & Co., New 
York. 


of the one billion zippers produc- 
ed yearly; it’s likely that the oth- 
er four between them garner an- 
other 15-20%, leaving something 
like half the business to about 165 
companies. 

It wasn’t always like this. Talon 
had the field virtually to itself for 
many years, but an influx of post- 
World War II companies, and the 
expiration of patents, effected the 
change. With the change came a 
broader market for zippers. 


a In 1925, 5,500,000 zippers were 
sold; ten years later 90,000,000 
were marketed, and by World War 
II 510,000,000 units were placed 
in operation. The war created a 
hiatus, but in 1950 more than a 
billion and a quarter fasteners 
were sold. Since Korea the annual 
output has hovered around the one 
billion mark. 

The bulk of zipper sales is 
made to manufacturers running 
the gamut from convertible tops, 
apparel, refrigerator bags and the 
Navy’s mothbali fleet. 

“There is never a closure used 
other than the zipper if the zipper 
can be applied,” says Dwight M. 
Allgood, executive director of the 
Slide Fastener Assn. 

Mr. Allgood also points out 
that “the zipper did not come to 
be a way of life because it jam- 
med. It rarely did.” This might be 
an oblique way of noting that all 
is not smooth in the current jam of 
zipper claims. 


a Industry sources point out 
that there’s no such thing as a 
jam-proof zipper, although there 
is a jam-releasing zipper. A well- 
built fastener, correctly applied, 
rarely fails to function. The cur- 
rent rash of new-type zippers is 
thought to be more promotional 
than actual by some sources. 

In any event, it means busy 
days for the advertising depart- 
ment. Talon last year spent $170,- 
028 to advertise in all media, ac- 
cording to Leading National Ad- 
vertisers Inc. This is just $27 
more than the LNA figure for sec- 
ond-place Conmar. Both budgets— 
and many others—will be higher 
this year. 


FTC Denies Motion; 
Fashion Academy 
Hearing to Resume 


WASHINGTON, Aug. 24—Hearing 
Examiner Earl J. Kolb has rejected 
a motion for dismissal of the Fed- 
eral Trade Commission’s Fashion 
Academy gold medal awards case 
and has ordered it resumed Oct. 
18 in New York. 

FTC charges Ann H. Hartman, 
operator of the Fashion Academy, 
a New York school for designers, 
and p.r. man Alexander H. Cohen 
with misrepresenting the award as 
having been won in competition 
with other products. The govern- 
ment contends that they have used 
the award as part of a scheme “to 
enrich themselves personally” 
(AA, March 29 et seq.) and that 
award winners this year and last 
paid Mrs. Hartman and Mr. Co- 
hen a total of $131,350. 


= In the motion for dismissal of 
the complaint, the defendants con- 
tended that witnesses called by 
FTC at hearings in New York 
early this month failed to substan- 
tiate FTC’s charge that the public 
is misled into the belief that Fash- 
ion Academy award recipients are 
winners of competitions for good 
design. 

Mr. Kolb said today he felt that 
the witnesses in New York “made 


out a prima facie case” which jus- 
‘tifies further hearings. 
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Glen Raven Plans 
Fall Drive With 


CinemaScopic Aid 


New York, Aug. 25—Glen Rav- 
en Knitting Mills is leaving Broad- 


way for Hollywood with this year’s 


promotion. 

This fall the company’s hosiery 
division will tie its ad campaign to 
20th Century-Fox’s CinemaScopic 


PRINTING & MAILING 
COST ESTIMATOR 


Saves Time and Money 
Simplified Guide for Men in Advertising, 
Mail Order—all Buyers or Seilers 
of Printing 


New, Printing & Mailing Cost Estimator 
gives cost figures ‘‘in a jiffy’’. Includes 
comparative estimates on Typesetting, 
Plates, Presswork, Paper, Folding, Enve- 
lopes and Mailing Services. Covers all 
types of printing. Includes a_ simplified 
course in Mail Order explaining tested 
ways of improving your mailing results. 
Especially valuable for Advertising, Mail 
Order & Direct Mail Men, as well as 
buyers and sellers of printing. Affords an 
opportunity for rice comparison—Save 

oney by Knowing the Best Way to 
Print Your Mailing Material. 


SEE iT FREE 


There's never been anything like this 
Estimator—it's Simple, Easy to Use, Ac- 
curate. See it Free. Send name and 
deposit of $3.95. (If you prefer we will 
ship C.O.D.) Look the Estimator over 
for 7 days. If not 100% satisfied return 
and full deposit will be refunded. Save 
Time, Know Your Costs—Send for the 
Snyder Printing & Mailing Cost Esti- 
mator Today. Special offer for premium 
salesmen, 


Estimating Handbooks Associates 
De Kalb, Ill. 


“Woman’s World.” -Last year it 
‘ran a similar tie-in with the musi- 
cal, ‘‘Wonderful Town.” 

Page ads in b&w will run in the 
September Charm, November is- 
‘sues of Glamour and Modern 
Screen and the December Seven- 
,teen. The December issue of Good 
Housekeeping will carry a partial 
page. 

The copy will say, “Everything 
comes alive in CinemaScope.. 
Glen Raven makes the natural 
beauty of your legs come Alive.” 
Last fall the theme was “wonder- 
‘ful colors.” 


|will feature an editorial section 
titled, “A Woman’s World Is Made 
of Wonderful Things,” and support 
it with a fashion show. This, in 
turn, will appear in a 20th Century 
Movietone newsreel. 

The ad in Modern Screen will 
show a pair of hosiery-encased 
legs, plus Lauren Bacall, June All- 
yson and Arlene Dahl, feminine 
leads of ‘‘Woman’s World.” 

The bulk of the Glen Raven ad 
budget will be poured into window 
and counter display material and 
cooperative newspaper ads. Retail 
stores can get five ads free if they 
/use five others in the series on a 
50-50 co-op basis, with each co-op 
|ad followed by a free ad. Ad mats 
each representing a Glen Raven 


style, will tie-in with the national | 


campaign but will be slanted to- 
ward local markets. 

_ One-minute radio commercials, 
each emphasizing a_ particular 
/hosiery style, will be made avail- 
‘able on a 50-50 basis. 

' Modern Merchandising Bureau 
Inc., New York, is the agency. 


STANDARD GASOLINE IS 


“GOING PLACES” 
WITH THIS TWIN 


When the gas gauge hovers near the empty mark, more 
and more St. Paul motorists are pulling up for a “fill ’er up” 


at the pump with a crown on top! 


St. Paul Consumer Analysis 
again the number one favorite 


According to the 1954 
Survey, Standard Gasoline is 
. .« for the fifth straight year. 


And more than mere coincidence is the fact that Standard 
prods its sales with potent advertising in the St. Paul Dispatch- 


Pioneer Press! 


Here’s the consumer preference picture: 


GASOLINE PREFERENCE IN ST. PAUL 


STANDARD 
Brand B 
Brand C 


Want to know how YOU 
the Twin Cities market? 


Consumer Analysis Survey. 


hen e CG Oa «28 
S60 6646.66.95 2009 


o€0#€¢68 8 CH @O14 08 


1954 1953 
.. 18.7% 14.9% 
. oe 14.0 
.- 96 10.4 


stand in the St. Paul “half” of 


Get your answer from the 1954 


(Interviews were conducted 


between Jan. 4, 1954, and Jan. 15, 1954.) It reveals brand 


preferences and buying habits 


of the 404,000 people who make 


the Dispatch-Pioneer Press their buying guide. Contact your 


Ridder-Johns representative 


Dept. B. 


or write Consumer Analysis. 


(Because of the unprecedented demand for this study, we must limit our distribution 
of these bovks to national advertisers and their agencies.) 


DISPATCH 


Representatives 
RIDDER-JOHNS, INC. 
New York—Chicago 
Detroit 


NEWSPAPER 


ONEER PRESS 


San Francisco 
Los Angeles—St. Paul 
Minneapolis 


The November issue of Glamour] - 


arrives at Idlewild airport, New 


Majestic Bypasses 
Plain Old Hi-Fi, 
Imports UHF Kind 


| New York, Aug. 25—‘“High Fi- 
| delity,” an undefined term sudden- 
‘ly so popular with admen, finally 
has competition from a superlative 
superlative. 
Majestic International Corp. has 
completed plans to introduce Ger- 
/man manufactured radio-phono 


| equipment which it has dubbed as 


“ultra high fidelity.” Thus, “high- 
er fidelity,” and “very high fidel- 
‘ity’ are out of date even before 
the expressions are used in copy. 
| Majestic’s products will be man- 
.ufactured by Brundig Radio in 
Bavaria and will be marketed 
| here by the Wilcox-Gay Corp. sub- 
sidiary under the brand Grundig- 
|Majestic International. The line 
consists of 13 models including a 
'pocket radio to retail at $29.95 and 
‘an am-fm portable radio at $99.95. 


= Advertising will be placed via 
Preiss & Brown and will break in 
business papers with color page 
follow-ups in magazines. 

Leonard Ashbach, Majestic 
board chairman, explained the 
‘reasons for importing the radio 
equipment this way: 
| “American tv advancement has 
stifled any major attempts to pro- 
| duce ultra high fidelity, short 
|wave and fm radio and we have 
|found from our worldwide explor- 
ations that European manufactur- 
/ers are the most advanced scien- 
|tifically to produce this superior 
audio equipment. 

“The European electronics in- 
dustry is thriving on the demand 
for high-quality radios, radio-pho- 
nographs and tape recorders. The 
javerage person on the Continent 
‘is a lover of fine music and he 
will even dip into his limited sav- 
‘ings to purchase a high-quality 
‘radio receiver,” he asserted. 


‘Bates Names Hugh Mooney 

Hugh Mooney, formerly with 
Fuller & Smith & Ross, has joined 
the merchandising department of 
Ted Bates & Co., New York. 


BEVERAGE HELPS—Judi Tamir, Israeli actress, (right) 


first case of Abir import beer, a product of Israel 
National Brewery, Nathanya. The beer is being 


York, with the 


Gimme Abir! 
What Kind, Chief? 
Abir! That's a Beer 


New York, Aug. 25—Abir Beer, 
newest entry in the field of im- 
ported beers, was introduced here 
yesterday from Israel. The initial 
shipment of 7,500 cases (180,000 
bottles) is said to be the largest 
| single consignment of imported 
| beer ever to come _ into this port. 
_It is being distributed by Metropo- 
‘lis Brewery, Trenton, N. J., (AA, 
Aug. 23). 

Initial advertising will be lim- 
ited to Jewish newspapers in Eas- 
tern Seaboard cities which have 
good-size Jewish populations. Hil- 
ton & Riggio is the agency. 

Abir will sell at retail for a- 
bout 35¢ a 12-ounce bottle. This is 
5¢ to 10¢ under the retail cost of 
most imported beers and slightly 
higher than the price of domestic 
premium beers. 

Produced at Nathanya, Israel, 
half way between Haifa and Tel 
Aviv, Abir is brewed by machin- 
ery which originally was in the 
former Fidelio Brewery here in 
New York. This was bought by 
Louis Hertzberg, president of 
Metropolis Brewery and his asso- 
ciates more than a year ago and 
moved to Israel. 

Benjamin Hertzberg, v.p. of 
Metropolis, a son of the president, 
said in describing Abir that it is 
“a well-rounded lager beer, simi- 
lar in character to the beer now 
being imported into the U. S. It 
has more body than the average 
domestic beer.” 


@ He said that Metropolis expects 
to import 1,000,000 bottles this 
year, to be distributed with the 
company’s Champale, which has 
national distribution. 

If 1,000,000 bottles of Abir are 
imported in 1954—which would 
amount to 93,750 gallons—it would 
place Israel sixth among the 12 
countries from which the U. S. 
imports malt beverages. 

In 1935 the U. S. imported 5,- 
078,590 gallons of malt beverages, 
out of 85,238,153 gallons consumed. 
Of total imports, Canada sent us 
2,416,830 gallons; Germany, 1,- 
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tested in New York and Philadelphia (see story). 
Left, Carol King, 1954 Vintage Queen, does her part 
in promoting national wine week, starting Oct. 9, 
the Wine Institute’s campaign for California wines. 


351,946 gallons; the Netherlands, 
718,162 gallons; Mexico, 169,631 
gallons, and Denmark, 164,272 gal- 
lons. Sixth position is now held by 
the United Kingdom, with 68,648 
gallons. 

The Hertzbergs also have brew- 
ery interests in South Africa. They 
plan more intensive promotion of 
their domestic brews. 

The new Israeli brand has a 
blue and white label bearing the 
name Abir in English and Hebrew 
and the Star and David symbol of 
the Holy Land. 


U.S. Steel Plans Christmas 
Drive—Operation Snowflake 

U. S. Steel is planning a Christ- 
mas campaign called “Operation 
Snowflake” which is designed to 
help its customers sell more white 
goods like ranges, refrigerators, 
dishwashers, freezers and dryers. 
Theme of the promotion will be 
“Make It a White Christmas— 
Give Her a Major Appliance.” 

The company will use a four- 
color spread in the Nov. 27 issue 
of The Saturday Evening Post, and 
business publications including 
Electrical Dealer, Electrical Mer- 
chandising and Retailing Daily 
will be used. The “U.S. Steel 
Hour” on tv will present three 
“White Christmas” messages. Man- 
ufacturers, utilities and coopera- 
tives will be urged to tie-in to the 
drive with their own advertising. 
Batten, Barton, Durstine & Os- 
born is the agency. 


Marjorie Lent to ‘Glamour’ 

Marjorie Lent, formerly promo- 
tion manager of Today’s Woman, 
has been named promotion man- 
ager of Glamour. She heads a new 
department which will incorporate 
several departments concerned 
with advertising and editorial pro- 
motion, publicity and promotion 
art. 


Lewin, Williams Adds One 
The Agricultural Advisory & 
Adjustment Bureau, Boston, na- 
tional farm credit and collection 
agency, has appointed Lewin, Wil- 
liams & Saylor, New York, to han- 
dle its advertising. The bureau is 
a new advertiser. Farm papers and 
newspapers will be used. 
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Fels Naptha to Appear in 
Giaat Economy Package 


Fels & Co., Philadelphia maker 
of Instant Fels Naptha granulated 
soap, has produced a new giant 
economy size package which it 
will introduce market by market 
with advertising on a local basis 
until national distribution has 
been achieved. The new package 
is scheduled to make its appear- 
ance first in Philadelphia, backed 
by newspaper advertising, radio 
and tv spots. 

Advertising theme will stress 
the promise of a cleaner wash 
with further emphasis on the ex- 
tra convenience and value of the 
new size. The package we'shs 3 
Ibs. 5 oz. and will retail for ap- 
proximately 75¢. 


ae 


Seagram Drops Corp. for Co. 
The corporate name of Seagram- 

Distillers Corp. has been changed 

to Seagram-Distillers Co. The 


FAMOUS COVER—This original painting of The Saturday Evening Post 
cover of May 1, featuring St. Louis Cardinal baseball star Stan 
Musial, was presented to Ford Frick, commissioner of baseball, who 
in turn will turn it over to baseball’s Hall of Fame in Cooperstown, 
N. Y. Shown, left to right, are J. E. Davis, western manager of 
Curtis Publishing Co.; August A. Busch Jr., president of the St. 
Louis Cardinals and of Anheuser-Busch Inc.; Musial, and Mr. Frick. 


S } 
Bs 
y a 


} 
} 


cer-Fitzgerald-Sample, Chicago, to 


name of Frankfort Distillers Corp., ‘Post’ Cover Will Hang in Cooperstown 


a Seagram division, has _ been’ 
changed to Frankfort Distillers : 
Co., and Calvert Distillers Corp. Cover Of The Saturday Evening 
a Seagram subsidiary, to Calvert Pst is headed for baseball’s Hall 
Distillers Co. |of Fame in Cooperstown, N. Y. 

| St. Louis Cardinal star Stan 
‘Musial, who is the subject for the 


|feature story in the current (Aug. 

A LOCAL MAGAZINE /28) issue of the Post, is pictured 

}on the cover, signing autographs 

We don't go in for store-bought, patent | for a group of admiring young- 
inside Sunday supplements. 'Sters. 


At a luncheon honoring the Red 
rd outfielder (and held in the 


We had a little rotogravure section for | Bi 
a few months, threw it out and got on'y | 
3 kicks. 


’ |Redfield & Johnstone, New York, 
St. Louts, Aug. 25—The May 1) restaurant owned by Stan Musial), pas peen appointed manager of!) 


Gene Davis, western manager of | 


the Curtis Publishing Co., said the 
original painting of the May 1 
cover of the Post was being given 
to Ford Frick, commissioner of 
baseball. Mr. Frick will in turn 
present the painting to baseball’s 
Hall of Fame. 

The Post article on Musial is 
titled “The Star the Fans Don’t 
Know” and is written by Bob 
'Broeg, St. Louis Post-Dispatch. 


Instead of mail order roto, we print our | 25-Year Client Is 
own Florida Magazine, a 16 to 20 standard 
newspaper page book pte wach, 9s is | Now Dollar-A-Year 


equal to 32 or 40 tabloid pages. And we | 


use quite a bit of color... . no process Man for Ludgin 


color, but enough color to create an im-| 
Pression. | (Continued from Page 3) 
And national accounts are using our am enthusiastic. I intend to show 
Florida Magazine because it is the only those people they don’t know what 
way to reach Central Florida's 250,000 they’re talking about.” 
people. | The new rug-base promoter pro- 
Orlando Sentinel-Star ceeded to introduce Ozite to hotels 
Orlando, Florida -and theaters first, where carpet 
Nat. Rep. Burke, Kuipers & Mahoney 


'maintenance is costly and yardage 
‘is high. But at the same time he} 


In the Detroit Area, CKLW-TV with 
its 325,000 watt power penetrates 
@ population grand total area of 
5,416,375 in which 82.7% of all 
families own TV sets. Of these 
1,305,520 TV families 88.2% are 
covered by CKLW-TV channel 9, or 
@ grond total coverage of 1,151,554 
TV families. 


CKLW-TV 


Guardian Bidg. ¢ Detroit 


Adem J. Young, Jr., Inc. * 
National Rep 


J. &. Compeou 
President 


|invested heavily in consumer ad- 
| vertising to create the demand that 
/retailers said he didn’t have. 

-a It was in this phase that his 
/and Ludgin’s paths crossed in the 
|latter 1920s—Ozite became one of 
\the very first accounts for the 
fledgling agency. Today, Ludgin 
| points out, hardly a rug or carpet 
| is sold without some kind of cush- 
|ion to protect it, and Ozite is still 

e best known among them. 

Why was the unretiring Mr 
Regensburg offered a place in the 
|Ludgin setup? Mainly because an 
‘arrangement based on 25 years of 
association was too pleasant to 
end, says Earle Ludgin. 

‘“Make no mistake about the fact 
that Mr. Regensburg was a tough 
client,” he cautions. “He was not 
easily satisfied. 

“He boasted of the fact that his 
door was always open to other 
agencies, and he listened to every 
solicitation. We had to fight to 
hold his account all those years, 
but we always valued his direct- 
ness and his knowledge of the 
power of advertising.” 


= Others around Ludgin describe 
Mr. Regensburg reverently as a 
kind of “godfather.” Mr. Ludgin, 
they point out, calls him simply 
“The Boss.” 

At 75, Louis Regensburg is con- 
sidered by the agency to be as 
vital, forward-looking and ener- 
getic in mind as he always was. 
Though he doesn’t sit in on the 
agency’s client discussions (he has 
never claimed to be an advertis- 
ing man), Ludgin account execu- 
tives always stop in his office to 
check merchandising ideas or, as 
some of them say, “to get our bat- 
teries recharged.” Among them al- 
most certainly will be Raymond 
Phelps, agency print media chief, 
who was once Ozite advertising 
manager under Mr. Regensburg. 

A tribute to the effectiveness of 
| Ludgin’s dollar-a-year oracle came 
after two years of service when he 
was informed at an employes’ 
luncheon that his salary had been 
raised 50%—to a dollar-and-a- 
half. No one doubts that eventual- 
ly he will reach the honor position 
of two-dollar-a-year man. 


Sterling Insurance Names 
Jones A.M.; Appoints D-F-S 
Sterling Insurance Co., Chicago, 
has appointed Robert J. Jones di- 
rector of advertising. He former- 


| 
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ly was advertising and sales pro-\ Miller to Sponsor Golf Open 
motion manager of Elliott Paint 
& Varnish Co., Chicago. 


Miller Brewing Co., Milwaukee, 
will sponsor a_ $35,000 golf 
open in Milwaukee in 1955. Rob- 
ert Leacox, tournament director 
of the Professional Golfers’ Assn. 
of America, said the prize list 
will be surpassed only by the 
Tam O’Shanter open in Chicago 
and will equal that of the PGA 


The company has named Dan- 


handle its advertising. Newspa- 
pers, radio, television, trade pub- 
lications and direct mail will be 
used. Schoenfeld, Huber & Green, 
Chicago, previously handled the 
account. 


championship. The tournament 
has been tentatively set for July 
Hunt Associates Names Two 713-16. 


Cliff Prodger has been named 
publicity director of W. H. Hunt 
& Associates, Los Angeles agency. 
He formerly was with Western 
Automotive Journal and Petrole- 
um World. The agency has ap- 
pointed Charles Gumberg, for- 
merly tv director of Kuttner &||9 
Kuttner, Chicago, head of its tv-| 
radio department. 


Davidson Joins Ross Roy 
Don Davidson, formerly in the 
production department of Dowd, 


the production department of Ross | * 
Roy Inc., New York. 


Everett-McKinney Adds Two 

WGUY, Bangor, Me., and WMIL, 
Milwaukee, have appointed Ever- 
ett-McKinney as their national 
representative. WGUY formerly 
was represented by Avery-Knodel. 


an. 


, Represented Nationally by John Blair 


to reach military buyers 


You don’t have to be a miner to strike “‘pay dirt’”’ in the rich 
Armed Forces Exchange and Commissary System . . . world’s 
largest retail operation not concerned with promotion of private 
labels. 


THE MILITARY MARKET will put your message before the 
men who buy for this great system of commissaries, exchanges, 
clubs and messes . . . where 3!% million Service men and their 
families spend much of their $8,000,000,000 yearly income. In 
addition to purchasing for this vast consumer market, military 
buyers influence’ the expenditure of $16,000,000,000 annually 
for military equipment and materials. 


Top flight editorials, news and features prepared by an 
experienced military and trade paper staff assure thorough 
readership and high visibility for your advertising. And a 
guaranteed 15,000 circulation, combined with low advertising 
rates provide widest coverage per ad dollar. 


Call or write our nearest office today for market data, rates 
and “how-to-sell’”’ information. 


HIGHEST readership among military buyers * MOST coverage per ad dollar 


THE MILITARY MARKET 


ARMY TIMES PUBLISHING CO. 3132 M St., N.W., Washington 7, D. C. 
publishers also of 


ARMY TIMES: AIR FORCE TIMES: NAVY TIMES: THE AMERICAN DAILY ((n Europe) 


NEW YORK: 41 East 42nd St. 
CHICAGO: 203 N: Wabash Ave. 
PHILADELPHIA: R.W. McC 

LONDON ¢ FRANKFURT 


LOS ANGELES: 6399 Wilshire Blvd 
~ SAN FRANCISCO: Monadnock Bldg. 
1015 Chestnut St. © BOSTON: John Hancock Bldg. 

PARIS * ROME * TOKYO «© CASABLANCA 
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“Thinkubator of ideas” 

ASK FOR YOUR COPY TODAY 
THE ART COOP 

Dept. |, 52 Wall St., N. Y. C. 

HAnover 2-0533 
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@ driving an Austin-Healey “100.” 
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Austin-Healey Ad 
Has Unique Fault: 


New York, Aug. 25—Austin 
Motors Ltd. took space in news-| 
papers of 19 cities last Sunday to) 
advertise a record speed of 190.9. 
mph set Aug. 19 at Bonneville salt | 
flats in Utah by Donald Healey | 


@ On the day the three-column 
‘b&w 434” ads were running, the 
56-year old British racing car 
‘driver was out on the flats again, 
|setting a new AAA record of 192.62 
‘mph for modified production 
|sports cars. 

| In a word, he went so fast he 
ran over his own advertising. 


| 


Due in September 


Pilot Issue of New 
Haywood Monthly Is 


Curcaco, Aug. 26—The pilot is- 
sue of Industrial Packaging will be 
unveiled by Haywood Publishing 
Co. at next month’s packaging 
show here. 

Formal debut of the monthly 
will come next January with a 
controlled circulation of 12,500. 
An off-shoot of Haywood’s Pack- 
aging Parade, the publication will 
cover only the non-merchandising 
packaging of heavy goods. Page 
size is 7x10”. The b&w one-time 
page rate is $375. 

The new business paper traces 
its ancestry back to the early days 
of World War II, when manufac- 
turers were faced with finding new 


oe. 
% 


packaging methods to meet mili- 
tary specifications. Packaging Pa- 
rade at that time started a sec- 
tion, “Shipping & Handling,” to 
provide some answers. 

The section was dropped after 
the war; later it was revived with 
the “Industrial Packaging” label 
and gradually outgrew Packaging 
Parade, a Haywood official said. 


| The QUAD-CITIES 


are among the 
i FIRST 100 


standard metro areas 
e 

and 57°, of the people 

live on the Illinois side in 


4 

' Rock Island, Moline, E. Moline. 
, 
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Buell Mtg. Names Kennedy 


Buell Mfg. Co., Chicago manu- 
facturer of air horns and acces- 
sories for automobiles, trucks and 
boats, has appointed J. H. Ken- 
nedy Advertising, Chicago, to han- 
dle its advertising. The agency 
previously handled the account 
from 1942 to 1947. Trade publica- 
tions, magazines and direct mail 
are being used. 


The MOLINE Dizeated 


Zhe ROCK ISLAND 7¥egus 


They read these newspapers: 
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COOPERATIVE ADVERTISING—Bohleber Sales & Service Co., Carmi, IIL., 
Frigidaire dealer, and its customers have cooperated in a unique 
advertising venture in the Carmi Times. Bohleber, which installed 
air conditioning units in a number of the town’s retail establish- 
ments, ran a full-page ad, shown at the left, listing customers and 
inviting readers to shop in cool comfort in their stores. In turn, 
Bohleber’s customers agreed to run the full page of ads at the right, 
mentioning that they had Frigidaire air conditioning units installed 
in their stores. 


NARTB Boosts Howard Bell: 
Gregory Reeser Resigns 

Howard Bell has been named as- 
sistant to the president of the Na- 
tional Assn. of Radio & Television 
Broadcasters, Washington. He has 
been with NARTB since December, 
1951, as assistant to Thad Brown 
Jr., v.p. for television. 

Gregory Reeser has resigned as 
a station relations representative 
of NARTB, effective Sept. 25. He 
has been a field representative in 
the midwestern states since Au- 
gust, 1953. 


\N 


The New Jersey side of the Delaware Valley is in lusty good 

health! That’s the verdict of advertisers who use the key dailies 

in the two “key” cities here. They are buying virtually 

complete coverage of this $7.5 billion market ... and at the 

bargain rate of 57c a line for both papers! But even if rates 

were no object, they couldn’t approach this coverage with any 
out-of-state daily or combination of dailies. They 
know that here particularly, “all buying and sell- 
ing are local!” 


of the 


MARKET FACTS on request. Write for official portfolio compiled by 
State government. Most helpful in sales planning. Address COURIER- 
POST, Camden, N. J., or TIMES, Trenton, N. J, 


_—_— 
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The one way to cover 
the EXPANDING SIDE 


Delaware Valley ..- 


the eastern half ...-2+6 


CAMDEN 


Courier-Post 


TRENTON 


Times 


Represented by 
GEORGE A. McDEVITT CO., INC. 
te Yo cases Serene 


Stanton ‘Editorial’ 
Asks for Airing of 
McCarthy Hearings 


NEw York, Aug. 27—Dr. Frank 
Stanton, president of Columbia 
Broadcasting System, turned air- 
waves salesman last night. 

The network executive used 15 
minutes of choice time on the CBS 
radio and television networks to 
appeal for public support “in our 
efforts to lift the curtain of si- 
lence that has descended on the 
forthcoming hearings.” 

Appearing in what was billed as 
the first network editorial, Dr. 
Stanton asked that the special six- 
man Senate committee set up to 
consider a _ resolution censuring 
Sen. Joseph R. McCarthy (R., 
Wis.) lift its ban on radio and tv 
coverage of those hearings. 

Dr. Stanton said that exclusion 
of radio and tv deprived the peo- 
ple of one of their “most precious 
rights: The right to be informed.” 


= Next week the opposing point 
of view to that expressed in the 
CBS “editorial” will be argued by 
Judge Harold R. Medina of the 
U. S. Court of Appeals. He will 
have the same radio and tv time 
as that filled last night by the 
Stanton statement. 

American Broadcasting Co., 
meanwhile, has announced that it 
will broadcast radio summaries at 
intervals throughout the day 
while the McCarthy censure hear- 
ings are in progress. The network 
is readying a temporary studio in 
a room next to the Senate hearing 
room and will cover the story di- 
rectly from the stenographic re- 
port. 

Last spring the committee con- 
ducting the Army-McCarthy hear- 
ings did permit unlimited radio 
and tv coverage. ABC-TV and Du- 
Mont carried those proceedings in 
full, as they occurred. CBS-TV 
and NBC-TV, for whom live cov- 
erage would have meant big com- 
mercial losses, programmed filmed 
excerpts of this headline news 
event in the late evening after the 
regular network sponsored shows 
were out of the way. 

Toward the end of the hearings 
these’ filmed highlights were 
moved back even further to make 
room for local shows and sponsors. 


Demiris, Rice Buy Agency 
Chris Demiris and William D. 
Rice, v.p.s and account executives 
of Cooper & Crowe, Salt Lake City, 
have purchased the agency from 
Gordon Crowe, who has joined 
Music Corp. of America, New 
York. Name of the agency has 
been changed to Demiris, Rice & 


Associates. Offices will remain in 
the Atlas Bldg. 
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Chrysler Still 
Pitching; Sees 
Comeback Ahead 


Detroit, Aug. 27—Catching its 
breath between model runs, 
Chrysler Corp. this week passed 
the word that it’s not dead yet. 

Official statements have been 
registered by the heads of Chrys- 
ler and Plymouth divisions that 
they are retooling for models that 
are brand new “from the tires to 
the roof” and “from bumper to 
bumper.” 

Dodge and DeSoto divisions also 
are in the retooling process and 
Chrysler Corp. spokesmen say that 
these models, too, will be com- 
pletely restyled. 

Sales figures indicate that the 
big auto maker last year zigged 
when it should have zagged. In 
the past year corporation execu- 
tives have admitted that it mis- 
judged what the public wanted: 
when car buyers went for even 
more chrome and gadgets, more 
overhang and exaggerated length 
(witness Cadillac, Olds, Lincoln 
and even Ford and Chevrolet), 
Chrysler cars in 1953 and 1954 cut 
the length and adopted a generally 
boxy look. 


s This is what happenedc: 

During the first half of 1954, 
Chrysler division sales, according 
to Automotive News, trade paper 
of the auto industry, dropped from 
2.83% of the market to 2.78%. 
DeSoto fell from 2.17% to 1.44%. 
Dodge plummeted from 5.57% to 
2.78%. Plymouth not only dropped 
from 10.50% to 7.68%, but also 
lost its traditional No. 3 spot in 
total sales to General Motors’ Bu- 
ick division. 

Meanwhile, Ford last week 
passed Chevrolet for No. 1 spot in 
the number of cars registered. 
Chevrolet, however, remained on 
top in the number of cars pro- 
duced. This means that (1) Ford 
has taken measures to make sure 
that more of the actual sales are 
registered sooner with the tabu- 
lating agencies and/or (2) Chev- 
rolet has more cars still in distri- 
bution lines. 

If these Chevvies still are unsold, 
which seems probable, there is 
pending a potential scramble 
among dealers to unload the end 
of the 54 model run at what may 
end up as seriously slashed prices. 

Perhaps indicative of the trend 
is the acknowledgement by Ruby 
Chevrolet Inc., of Chicago, that 
reports that it is selling out and 
that the world’s largest Chevrolet 
agency is for sale, are true (AA, 
Aug. 23). 


s Registrations of the biggest of 
the low priced lines show that in 
the six months of ’54, Ford has 
increased its sales 48.6%. Its share 
16.51%, in the same period of ’53, 
of the market has risen from 
to 25.08% in January-June, 1954. 
The difference is over 30,000 cars. 

Chevrolet, meanwhile, climbed 
from 23.27% to 24.77% in the 
market-share ratings, with sales 
increases of 27,000 automobiles. 

While Plymouth was shut down 
this week for retooling, John P. 
Mansfield, president of the divi- 
sion, promised that the ’55 line 
will be “completely new and dif- 
ferent.” Retooling is expected to 
take about six weeks. ' 

More than 6,100 new welding 
machines, - welders, presses, jigs, 
tools and inspection tools will be 
required for the body alone, he 
said. 

Last Tuesday L. L. Colbert, 
Chrysler Corp. president, made an 
unprecedented appearance before 
a meeting of the CIO United Auto 
Workers Council. 

While details of the meeting 


DOUBLE-EDGED GREETING—Macy’s New 

York used this page ad in the New 

York Times to welcome Ohrbach’s 
as a 34th St. neighbor. 


Owen Sentenced to 
Year, Fined: Judge 
Blasts Ad Agency 


SPRINGFIELD, ILL., Aug. 25— 
James W. Owen, Bloomington 
nurseryman convicted on 17 counts 
of mail fraud, today was sentenced 
to one year in prison and fined 
$17,000. 

In passing sentence, federal 
Judge Charles G. Briggle strongly 
criticized Owen’s advertising agen- 
cy, Arthur Meyerhoff & Co., Chi- 
cago, for its part in the mail order 
operation. 

He declared that the agency 
“probabiy would have been a de- 
fendant” in the case if develop- 
ments unfolding during the trial 
had been “known at the time of 
the indictment.” 


= Mr. Owen, described as the 
world’s biggest mail order plant 
operator, was found guilty of de- 
frauding customers by misrepre- 
senting shrubs, flowers and trees 
in advertisements and by selling 
inferior plants (AA., Aug. 16). He 
faced a maximum penalty of 85 
years’ imprisonment and $17,000 
fine. Hearing for a new trial will 
be held Sept. 2. 

Judge Briggle said he believed 
that Mr. Owen was influenced in 
his operations by two business as- 
sociates. He named them as John 
H. Black, Meyerhoff general man- 
ager, and Carl A. Hansen, Brook- 
ings, S. C., who supplied plants 
subsequently sold by Owen as so- 
called “dwarf” fruit trees. 

In addition to Meyerhoff, agen- 
cies handling the accounts of vari- 
ous nurseries operated by Owen in 
the four years covered in the fed- 
eral indictment were the Biddle 
Co., Bloomington, McFarland, Ave- 
yard & Co., Chicago, and C. Wen- 
del Muench & Co., Chicago. 


were not disclosed, Chrysler in- 
sisted that Mr. Colbert did not 
propose that the union take a 
wage cut, such as Studebaker 
workers had taken earlier to place 
that company in a better com- 
petitive position. 

The meeting, according to 
Chrysler spokesmen, was to inform 
the union what the corporation 
was coming up with for ’55 and to 
ask everybody more or less to 
“put the shoulder to the wheel.” 

Nobody would comment offi- 
cially, but talk in Detroit was that 
the advertising agencies handling 
the various Chrysler division ac- 
counts are safe—for the time be- 
ing. Bigger ad programs are 
planned, with more emphasis on 
tv definite, but as one observer 
put it, “with all this, there’s too 
much at stake to risk bringing in 
a new agency at this stage of the 
game.” 


Last Minute News Flashes 
Carnation Co. Buys Part of NCAA Grid Series 


New York, Aug. 27—ABC-TV has made the first sale on its big 
NCAA athletic series—to Carnation Co. (Erwin, Wasey & Co.). Car- 
nation will be full sponsor of all games in the football part of the se- 
ries on ABC’s Pacific Coast regional network, covering California, Ore- 
gon and Washington. A long list of dairy products will be promoted on 
the programs, which will begin Sept. 18 with the California-Oklahoma 


game (AA, Aug. 2). 


Cowles Edges Murphy in Des Moines TV Contest 


WasuHIncTon, Aug. 27—FCC Examiner Millard French today picked 
Cowles Broadcasting Co. over Murphy Broadcasting Co. as the tv 
licensee for Channel 8 in Des Moines. In his decision, Mr. French cited 
Cowles’ “excellent cooperation with educational institutions, com- 
munity activities and local organizations, and its long history of im- 
partial newspaper operation and radio experience.” The decision is 
subject to confirmation by the FCC commissioners. 


Chance Vought Aircraft Names Ruthrauff & Ryan 

Da.ias, Aug. 27—Chance Vought Aircraft Inc., newly-formed as an 
independent company, has appointed Ruthrauff & Ryan, Dallas, to 
handle its advertising. Chance Vought, heavy supplier of Navy planes 
and guided missiles, was a division of United Aircraft Corp., East 
Hartford, Conn., until its reorganization last month. Lennen & Newell, 
New York, continues as the United Aircraft agency. 


Quaker Oats Plans Drive for Corn Meal 


Cuicaco, Aug. 27—For the first time, Quaker Oats will use a na- 
tional magazine campaign this fall to promote corn meal and grits. 
The drive will start in September with color spreads in Life once a 
month for four consecutive months, a color spread in Ladies’ Home 
Journal in October and b&w pages in Ebony in November and Decem- 
ber. John W. Shaw Advertising will handle the campaign. 


State St. Names Calkins & Holden; Other Late News 


The State Street Council, promotion arm for Chicago’s State Street 
retailers, has appointed Calkins & Holden to handle its advertising, 
replacing J. R. Pershall Co. George B. Bogart, who accompanies the 
$120,000-a-year account to Calkins & Holden, will continue as account 


executive. 


e Hudnut Sales Co., New York, is making a nationwide introduction 
of Quick, a new home permanent that sets in ten minutes. Advertising 
for the $1.50 product will include newspapers and the tv “Hit Parade.” 


Kenyon & Eckhardt is the agency. 


e Stahly Inc., a division of Geuder, Paeschke & Frey Co., Milwaukee, 
has appointed Donahue & Coe, New York, to handle all advertising 
for the new Stahly live-action razor. Hoffman & York, Milwaukee, 


formerly had the account. A national magazine campaign, supple- 
mented by local newspaper advertising and dealer promotion is being 


prepared for October. 


e M. A. Williamson, who retired in 1950 as v.p. and publisher of 
Chemical Engineering and Food Engineering, McGraw-Hill publica- 
tions, will become chairman and publisher of American Metal Market, 
New York, Sept. 1. R. A. Langer continues as president. 


e Park & Tilford Distillers Corp., New York, will launch its fall ad-| 
vertising campaign in September, using 150 newspapers for domestic 


whiskies and 11 national magazines for imported whisky and liquors. 
Transportation advertising will be used in New York and Boston and 
24-sheet posters in major national markets, for both domestic and im- 
ported brands. Storm & Klein is the agency. 


Media with Eyebrows 
Raise ‘em at ‘Sexy’ (?) 
Springmaid Ad Copy 


(Continued from Page 1) 
agreed that I broke all records on 
on a Springmaid sheet. She is also 
quotea as saying “‘sne spent Lent 
outside the men’s room at ‘21’ 
raising funds to rebuild the Grau- 
stark cathedral.” 

Erwin, Wasey, the agency, said 
the copy had been accepted by 
the News, Journal of Commerce, 
Social Spectator and a number of 
business publications. However, 
“it is hard to say how many oth- 
ers turned it down,” AA was told. 

The News, which reported it 
got one complaint about the ad 
(“a rather facetious letter to our 
executive editor”), said its con- 
tract called for two aaditional 
Springmaid ads, but that after 
that “it is a big question whether 
the paper would accept Col. 
Springs’ stuff.” The News added 
that the paper would never accept 
such Springs copy as the one 
showing an Indian brave and an 
Indian gal, with the caption, “a 
buck well spent on a Springmaid 
sheet.” 

The current copy 
with these paragraphs: 

“She met her second husband 
at The Blue Ball for the benefit 
of the National Society for Vin- 
cent’s Angina. She went as Guine- 
vere wearing a medieval belt 
dangling a cash register, and was 
wooed by a wolf dressed as Sir 


concludes 


Lancelot. 
Knight. 

“Let her tell of her greatest 
triumph ..‘I appeared at the Cir- 
rhosis Society tableaux in Des- 
demona’s bed and seemed so real- 
istic that a member of the play- 
ers’ club tried to strangle me. It 
was love at first fight. For rais- 
ing money, every one agreed that 
I broke all records on a Spring- 
maid sheet.’ ” 


It was love at first 


‘Esquire’ Promotes Provost; 
Names Jontry Ad Manager 
Dan E. Provost, advertising 
manager of Esquire, has been 
named to the new post of business 


Jerry Jontry 


Dan E. Provost 


manager, effective Sept. 15. Mr. 
Provost’s successor as advertising 
manager will be Jerry Jontry, cur- 
rently West Coast representative 
of Esquire. 

Mr. Provost previously was with 
the New York Herald Tribune and 
the New York Times. He became 
Esquire ad manager in 1949. Mr. 


Jontry has been a branch office 
manager for Esquire on both the 


West Coast and in Detroit. 
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Government Allows 


Defense Contractors 
‘Reasonable’ Ad Cost 


WasHINGTON, Aug. 26—Officials 
who have been revising the Armed 
Services procurement regulations 
were reported today to have 
dropped proposals which would 
have resulted in more liberal treat- 
ment of the advertising expendi- 
tures of companies engaged in de- 
fense work. 

The revised version of Section 
XV, dealing with costs which the 
government will pay in a defense 
contract, specifies that defense 
contractors will be permitted to 
use a reasonable amount of adver- 
tising in trade and technical pub- 
lications serving their industry. 

In the most recent draft the 
treatment of advertising is virtual- 
ly the same as it was before the 
revision of Section XV got under 
way. 


= Last November officials had 
considered a number of changes 
which would have meant more lib- 
eral treatment of advertising. One 
proposal would have enabled the 
government to compensate subcon- 
tractors for advertising costs in- 
curred in soliciting subcontracts 
through ads in trade and technical 
journals reaching prime contrac- 


\tors. Another would have author- 


ized firms which converted to de- 
fense work to recover costs of gen- 
eral advertising used to regain 
good will or business contacts lost 
during the period of defense activ- 
ity. 

Both of these additional priv- 
ileges have been eliminated from 
the latest—and probably final— 
draft of the revised section, now 
being reviewed by top officials. 


s The revised version of the sec- 
tion on costs is reported to be at 
least three times as long as the 
version currently in use. 

The advertising paragraphs, 
along with the remainder of the 
section, has been rewritten into 
non-technical language in an ef- 
fort to eliminate doubts about the 
meaning. 

Section XV is the basic guide 
for officers who buy nearly $20 
billion of goods and equipment a 
year. 

The section identifies the costs 
that the government will pay in 
a contract. Advertising is not an 
allowable cost, except to the ex- 
tent specified in the section. 

In the past—and apparently in 
the future—the only advertising 
cost which the government will 
pay is the cost of a limited amount 
of trade and technical advertising, 
and help wanted ads. The section 
also allows costs of maintenance 
catalogs, lists and technical pam- 
plets “which aid users of the con- 
tractors’ products.” 


‘Life’ Spearheads Fall Drive 
tor Baldwin Piano Co. 

Baldwin Piano Co., New York, 
starts a three-insertion drive in 
Life with a spread in the Sept. 13 
issue. A full-page will appear in 
the Oct. 14 issue and a half-page in 


‘\the Nov. 22 issue. 


Baldwin plans to capitalize lo- 
cally on the Life ads, offering 
dealers ad mats in four sizes, as 
well as radio and tv copy. Win- 
dow display cards and mailing 
pieces will also tie-in with the na- 
tional drive. Ruthrauff & Ryan is 
the agency. 


Agency Issues Who’s Who 

Needham, Louis & Brorby, Chi- 
cago, has issued a “Media Depart- 
ment Directory,” which lists the 
agency’s assistant media directors 
and media specialists and the ac- 
counts they service. Purpose of 
the directory, according to Need- 
ham, Louis, is to make it easier 
for representatives to work with 
the media staff. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $14.50 per 
column inch, Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


ADVERTISING MAN 
A career opportunity exists in the adver- 
tising department of a nationally known 
manufacturer. Location: East Coast, not 
in New York City. This is a stimulating 
and challenging position for a man pos- 
sessing a well-rounded education, 2-5 
years’ advertising experience, 
erage imagination, and the ability to deal 
effectively with other management peo- 
ple. You can be sure of careful, confi- 
dential, and immediate consideration if 
you will kindly send us a complete res- 
ume of your scholastic and work achieve- 
ments, salary requirements, and reasons 
for wishing to make a change. Tell us too 
about your career aspirations. 
Box 7039, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 17-1991 Chicago 


CREATIVE COPY-IDEA MAN 
wanted immediately by small progressive 
Ohio agency. Excellent opportunity _for 
young man on the way up with imagina- 
tion and agency creative copy experience 
on industrial accounts. Send complete 
resume with photo and salary require- 
ments to 

Box 7035, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


FRED J. MASTERSON 
ADVERTISING PUBLISHING 
All types of positions for men and women. 
125 N. Wabash FR 2-0115 Chicago 


“Our 43rd Year” 


SNAILS 


Are known for slow progress and as a 
foreign delicacy. If you are a young ad- 
vertising man seeking faster progress as 
well as good eating, our agency clients are 
interested. 


GLADER CORPORATION 


“The Agency’s Agency’’ 
Stanley D. Koch, Dir. Adv. 


Div. 
110 S. Dearborn CE 6-5353 Chicago 


FUND RAISING 
DIRECTOR 


Leading Hospital Wants Fund 
Raising Director, Permanent 
Position. Fund Raising Experi- 
ence Required. If interested Re- 
ply in Full Detail. Box 973, AD- 
VERTISING AGE, 200 E. Illinois 
St., Chicago 11, Ill. 


above-av- | 


Art directors, designers, layout men— 
to do free-lance work for large 4A ad- 
vertising agency. Must be able to do rush 
assignments and deliver quality work. 
Excellent compensation. Send samples and 
approximate charges. Samples will be re- 
turned. M. Belmont Ver Standig Inc., Ad- 
vertising, 1917 Eye Street, N. W., Wash- 
ington 6, D. C. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 3, ILL. 


ARTISTS - VISUALIZER 
4A agency in good Southern city needs 
artist to do visuals with sparkle and spon- 
taneity, small amount of finish. Tell us 
about yourself and salary expected. 
Box 7042, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
BARNARD’S 

ALERT EMPLOYMENT SYSTEM 

Call M. L. Barnard—Frank Vell 
202 S. State Wa _ 2-2306-07 Chicago 

WRITER-SALESMAN 

Excellent opportunity for ambitious, in- 
dustrious, imaginative young man with 
selling and writing ability to join nation- 
al business publication as field editor- 
salesman. Requires 50 to 75% traveling 
with headquarters at home oftice. Nomi- 
nal salary, paid expenses, plus liberal 
bonus. For consideration, write to: H. B. 
Fawcett, National Real Estate and Build- 
ing Journal, Cedar Rapids, Iowa. 


ARTIST 
Need young man for art department of 
major airline advertising staff. Should be 
good design man with flair for poster 
work. Location Chicago. 
Box 7034, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


COPYWRITER 


Exciting and rewarding to start with, 
and an unusual opportunity for the fu- 
ture with one of Chicago’s best-known 
agencies. Must write fashion copy flu- 
ently but be able to turn easily to foods 
or 
You're experienced in all media and you 
can follow through on details for a 
client. Please give all information in 

your confidential reply. 

Box 976, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


POSITIONS WANTED 


SALES PROMOTION MANAGER 
In sixth year with nation’s leading nov- 
elties mfgr. Imaginative sales producing 
dept. store promotions. Conduct advtg., 
publicity, trade shows; direct mail, cata- 
logs. Married. Will relocate. $7500. 

Box 7031, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 
RESEARCH—market, business, financial. 
Experienced, capable executive, 29. Mar- 
keting MA. Chicago, will relocate. 

Box 7036, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Trade paper space salesman available 
immediately. 15 years experience, age 39. 
Excellent merchandising background. 

Box 7038, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. 

COPY-CONTACT MEDIA 

Firm believer in ye ol’ “Hat Trick”. Abil- 
ity to create solid benefit copy that sells. 
Knowledge of all media plus ability to 


sell. 

Box 7040, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
EXPERIENCED ART DIRECTOR 
Creative, sales-minded art director seeks 
challenge with agency having opportunity. 
Oil appliance, drug, automotive, tire with 
top 4A agencies. Research background. 
Will talk price and will move. 
Box 7045, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 
COPYWRITER. Industrial, trade, insti- 
tutional. Clear, colloquial copy focused to 
sell. Agency-employed, 30, NYC, $7,500. 
Box 7046, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Advertising Space Salesman - 20 years 
experience on consumer and trade pub- 
lication. Excellent record. N. Y. area pre- 
ferred. 
Box 7028, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
NEED MORE AC“SELL” ERATION? 
Stable, midwestern AE with proved cre- 
ative, copywriting, administrative, new 
business and client relations ability in in- 


Y¥. 


dustrial and consumer advertising (incl. 


* 


Personnel Consultant 
to Advertising and the Graphic cArts 


i ———— ————— —————SS=—_ 
! DOUG SMITH,INC. | 
WH ———————————— ——)) 
A complete placement service 


of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 


for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


ADVERTISING MANAGER 


For medium sized equipment manu- 
facturer selling to industrial, metal- 
working and automotive markets. 
Should have all-around ability to 
handle advertising for trade papers, 
direct mail, sales promotion, trade 
shows, and catalogs. Must be able 
to plan and direct production of 
advertisements and literature. 
Industrial advertising experience 
desirable — must be creative and 
have ability to understand markets 
and to translate product benefits 
into good copy. 
If you are interested in making a 
— income — and in opportunity 
or advancement, write today. 

Box 970, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


Business Paper 
Advertising Representative 


Immediate opening in Chicago of- 
fice for experienced man under 40 
to handle established nationally 
known merchandising publication 
in midwest territory. Prefer man 
from Chicago area with business 
paper sales experience and adver- 
tising and account contacts. Sub- 
stantial salary, expenses and bo- 
nus. Write, giving background and 
references, to Maynard L. Durham, 


333 N. Michigan Ave., Chicago 1, 
Ill., 27th floor. 


IMPORTANT OPENING FOR 
FOOD ACCOUNT EXECUTIVE 
at LEO BURNETT 


This is one of the most attractive opportunities that the growth of this 
agency has made possible over the past several years. 


It is a position of great responsibility on one of the most important 
advertising accounts in America. You will be working with a highly 
intelligent and capable client organization. We believe you can learn 
something from us. We know you can learn from this client. 


In fact, we believe that the combination of this client, this brand, 
and this agency make this one of the great opportunities in the agency 
business today. If you’re the kind of man who likes to surround a 
brand and all its problems from advertising and sales to research, 
marketing, and promotions, you will want to look into this. 

Write to Mr. Ray Stultz giving an outline of your experience. 


LEO BURNETT COMPANY, INC. 
360 N. Michigan Ave., Chicago 1, Ill. 


TV and radio) desires opportunity with 
going-places agency or as ad manager for 
daughter 14, university grad, 6 ft., 180 lbs. 
advertiser who needs more SELL. Early 
forties, excellent health, happily married, 
Now employed. . .$10,000. 

Box 7041, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

QUID PRO QUO! 

Here’s good value for a firm looking for 
an all-round advertising manager, Selling: 
11 years experience in advertising 5 pub- 
lic relations. Strong on copy, direct mail, 
production, premiums, sales. publicity, 
media, house organs. Buying: Position 
with a “future” as advertising and sales 
promotion mgr. 

Box 7043, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

COPYWRITING ASSIGNMENTS 

$1 AND UP. BY FAST MAIL: 
Box 3038, Columbia Heights P. O. 
Washington 10, D. C. 


For $100.00 a week you can have the ser- 
vices of a well qualified BOOKKEEPER 
ACCOUNTANT—15 years experience with 
advertising agericies, photographic and art 
studios. An experienced young woma 
with front office aplomb. 
Box 7032, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


AGRICULTURAL COPY-CONTACT MAN 

10 years exper. on top nat’l. accounts - 

tractor, impl., bidg., feed, seed, fert. 
Box 7037, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


in Southeastern state would like to dis- 
cuss representation from Baltimore and 
Washington south with publications im- 
portant in their field. Compensation ne- 
gotiated. 

Box 7033, ADVERTISING AGE 
480 Lexington Ave., New York IT, N. Y. 


July Sales of 


c- —July ~ 
1954 1953 

Food Chains 
a ea 20,440,045 17,735,433 
*Grand Union ...$ 16,448,289 § 15,878,484 
Kroger Co. ..... 81,371,200 78,992,470 
National Tea 39,985,607 35,501,738 
ere ee 128,477,568 121,742,265 

Group Total ...$286,722,709 $269,850,390 
Mail Order 
*Sears, Roebuck . 243,822,225 237,320,391 
re 7,273,582 7,831,039 
‘Montgomery Ward 69,881,355 78,905,099 

Group Total ...$320,977,162 $324,056,529 
Drug Chains 
st catre ware 4,539,453 4,371,091 
Walgreen ....... 15,812,329 15,154,372 

Group Total ...$ 20,351,782 $ 19,525,463 
Variety and Miscellaneous 
‘Beck, A. S. Shne 3,577,329 3,605,483 
Bond Stores 4,438,843 4,591,294 
Butler Bros. .... 11,434,211 11,497,434 
‘Diana Stores Corp. 2,258,623 2,185,328 
Edison Bros. .... 5,619,444 5,523,006 
Gambie-Skogmo 10,742,977 11,582,699 
Grant, W. T. ... 22,619,399 21,192,234 
’Grayson-Robinson 

SE circscsic 5,892,324 5,454,345 
eGreen, H. L. .:. 8,263,664 8,064,089 
Howard Stores 1,251,988 1,451,006 
Kinney, G. R. Co. 3,098,000 2,802,000 
Kresge, S. S. ... 24,519,953 24,814,834 
Kress, S. H. 12,215,151 12,658,694 
i a Pe 11,165,680 11,109,126 
McGrory ........ 7,737,742 7,866,873 
McLellan Stores 4,771,763 4,560,754 
© Mercantile Stores, 

Pee rrr 8,448,000 8,572,000 
SMiller-Wohl Co. . 2,590,756 2,345,378 
Murphy, G@. C. .. 13,583,735 13,784,532 
National Shirt 

i. ee 1,310,746 1,474,731 
Neisner Bros. 4,975,354 5,045,215 
Newherry, J. J. .. 14,221,386 13,286,027 
Penney, J. C. ... 79,565,521 78,033,258 
‘Shoe Corp. of 

America ...... 5,675,300 5,472,848 
‘Sterchi Bros. 

a ee 1,194,985 1,102,220 
Western Auto .... 16,630,000 17,878,000 
Woo!worth, F. W. 54,510,354 53,071,286 

Group Total ...$342,313,228 $339,024,694 


Combined Total $970,364,881 $952,457,076 


“Four weeks and 22 weeks. °Four weeks and 28 weeks. °Six month period. ‘Five weeks 


Advertising Age, August 30, 1954 


Chain Stores 


% Gain ——-—7 Months——---——. &% Gain 
or Loss 1954 1953 or Loss 
+15.2 144,700,147 127,804,553 +13.2 
+ 3.6 $ 91,196,429 $ 83,797,227 + 88 
+ 3.0 669,299,009 648,227,919 + 3.0 
+12.6 272,507,610 245,086,505 +11.2 
+ 5.5 870,795,190 $34,649,733 + 4.3 
+ 6.3 $2,048,498,385 $1,939,565,937 + 5.6 
+ 2.7 1,408,618,530 1,504,944,430 — 6.4 
—71 61,968,084 67,625,512 — 8.4 
—11.4 433,971,581 507,546,704 —14.5 
— 1.0 $1,904,558,195 $2,080,116,646 — 8.4 
+ 3.9 30,511,079 30,722,632 — 0.7 
+ 4.3 104,076,852 101,955,016 + 2.1 
+ 4.2 § 134,587,931 $ 132,677,648 + 1.4 
— 0.8 26,124,818 27,092,452 — 3.6 
— 3.3 41,688,846 44,659,771 — 6.7 
— 0.6 67,397,391 68,763,007 — 2.0 
+ 3.4 29,401,894 31,420,569 — 6.4 
+ 18 43,860,558 45,824,656 — 4.3 
— 7.3 65,580,926 71,962,534 — 8.9 
+ 6.7 148,045,124 143,434,273 + 3.2 
+ 8.0 90,357,342 96,537,976 — 6.4 
+ 2.5 48,164,626 48,069,638 + 0.2 
—13.7 12,965,637 14,125,706 — 8.2 
+10.6 22,556,000 22,002,000 + 2.5 
—12 167,105,721 168,985,219 — 1.1 
— 3.5 84,514,125 86,626,160 — 2.4 
+ 0.5 69,408,723 70,813,101 — 2.0 
— 1.6 52,443,442 53,295,020 — 1.6 
+ 4.6 26,162,716 26,750,770 — 2.2 
—14 56,136,000 57,450,000 — 2.3 
+10.4 35,041,330 36,904,230 — 5.0 
—15 90,701,533 95,367,423 — 4.9 
—11.1 9,082,313 10,387,533 —12.6 
—14 32,026,761 33,719,029 — 5.0 
+ 7.0 87,368,301 84,874,155 + 2.9 
+19 533,801,863 545,999,879 — 2.2 
+ 3.7 34,263,503 33,196,135 + 3.2 
+ 8.4 6,277,865 6,639,800 — 5.4 
— 7.0 92,085,000 103,427,000 —11.0 
+ 2.7 363,466,885 359,747,093 + 1.0 
+ 1.0 $2,336,029,243 $2,388,075,129 — 2.2 
+ 1.9 $6,423,673,754 $6,540,435,360 — 18 

and 31 


weeks. ‘Twelve month period. Twelve month figures. ‘Five month period. 


WOR (AM. TV) Boosts Four 


WOR and WOR-TV, New York, 
have promoted four salesmen to 
the following posts: Jack Mohler, 
assistant sales manager of WOR; 
William Gorman, assistant sales 
manager of WOR-TV; William 
McCormick, regional sales mana- 
ger for both stations, and John 
Mulvihill, program sales manager 
of WOR-TV. 


MISCELLANEOUS 
Do your own Offset Printing. Model 40 
Multilith (9”x14”) Automatic feed. Good 
condition. For quick sale only $250. 
National Tele-COLOR-vision Co, 
Box 708, Brownsville, Texas. 
FINE AGRICULTURAL ART 
Write for illustrated brochure 
JOHN ANDREWS 
7265 No. 36 Omaha, Nebraska 


ADVERTISING CONSTRUCTION MAN 


to assist in sales promotion department 
of Chicago mounting and finishing firm. 
Experience preferred in creating and lay- 
out of cardboard dummies of point-of- 
purchase display material. Please state 
past experience or other qualifications. 
Write Box 974 ADVERTISING AGE, 200 
E. Illinois St., Chicago 11, Il. 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 

By appointment only 


59 E. MADISON + SUITE 1408 
CEntral 6-5670 


BIRCH 


e * 
Executive 
Placement 
Counselors 


WHAT MEDIUM-SIZED OR 
SMALL CHICAGO AGENCY 
CAN USE A DEPENDABLE, 
LOYAL WOMAN ASSISTANT 
QUALIFIED AND EXPERI- 
ENCED IN: 
® Production Management 
® Media, Traffic, 

Budgets, Schedules 
® Bookkeeping 
® Secretarial 
® Office Management 


Available for interview week of 
September 7. 


Write Box 971, Advertising Age, 


200 E. Illinois St., Chicago 11, Ill. 


AUTOMOTIVE, 
INDUSTRIAL 
ACCOUNT? 


Then there’s a spot in your public 

relations setup for someone offering: 

l. an understanding of automotive 
and scientific developments. 

2. an ability to write about them for 
general public and the trade. 

3. contacts in all media necessary to 
get these stories into the public eye. 


You can depend upon an experienced 
editor, 30, with six years in — jobs 
on top national magazines (including 
science and consumer auto publica- 
tions). 

BOX 972, ah mong Age 
480 Lexington Ave., New York 17, N.Y. 


PUBLIC RELATIONS SPECIALIST 
Heavy on indus P. R. writing and con- 
tact—To 45 10-$12000 
PROMOTION EXECUTIVE 
To 40—Strong on contact—writirg— 
merchandising. Co. publisher or see 
exp. about $10,000 
SALES PROMOTION WRITER 
For mee. publisher. To 40—Able to 
work with artist—about 7500 
SALES PRESENTATION WRITER & PLANNER 
To 45—exp. doing sales aids—art flair 
—about $5000- 
COMMUNICATIONS EDITOR 

. grad. Big Co. editorial exp.—To 
40—Top Co.—about 
Duplicate résumés and photographs in 
confidence to: 

Mr. JACK LEWIS 
% Accredited Personnel Service 


|Greater Weeklies Adds 
12 Newspapers to List 

Twelve weekly newspapers have 
joined Greater Weeklies Associ- 
ates, New York, and have named 
GWA as their national advertising 
representative. 

The newspapers are: Sun-Tat- 
tler, Hollywood, Fla.; Star-Demo- 
crat, Easton, Md.; Courier, Win- 
chendon, Mass.; Times, Newport- 
Lake Sunapee, N. H.; Spokesman, 
South River, N. J.; Chieftain, So- 
corro, N. M.; News, Liberty, N. Y.; 
Ramapo Valley Independent, Suf- 
fern, N. Y.; Herald of Westchester, 
White Plains, N. Y.; Breeze, Fox 
Chase, Pa.; Breeze, Lower Mont- 
gomery, Pa.; Sun-Echo, Falls 
Church, Va., and Giles County 
Virginian, Pearisburg, Va. 


Two Join C&W Staff 

Earl W. Schultz and Stanley 
Merritt have joined Cunningham 
& Walsh, New York. Mr. Schultz, 
who handled passenger tire ad- 
vertising and sales promotion for 
B. F. Goodrich Co., Akron, has be- 
come assistant account executive 
for the American Telephone & 
Telegraph Co. and Western Elec- 
tric Co. accounts. Mr. Merritt, for- 
mer v.p. and copy chief, Albert 
Frank-Gunther Law, New York, 
will be a copywriter on the Texas 
Co. account. 


Haire Names Segal 


Bernard Segal has been named 
director of promotion and research 
by Haire Publishing Co., New 
York. He has been acting in that 
capacity for the past few months, 
following the resignation of Albert 
Millet, who has gone into business 
for himself. Barbara Michaels be- 
comes assistant research manager. 


Stringer Joins Guernsey 


Don H. Stringer, for the past 10 
years advertising manager of Jew- 
el Tea Co., Barrington, IIl., has 
resigned to join the sales staff of 
Whitaker Guernsey Studio, Chica- 


12 S. 12th Street Philadelphia, Pa. 


go. 
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Advertising Age, August 30, 1954 


This Week in Washington... 


Bricker Given Free Hand in Probe 


By Stanley E. Cohen 
Washington Editor 

WASHINETON, Aug. 26—The Sen- 
ate interstate commerce commit- 
tee’s investigation of radio and tv 
networks this fall will be some- 
thing to watch. 

On the basis of the personalities 
involved it will be hard hitting. 
In fact, it could hit so hard that 
committee members may regret 
that they were so casual about 
letting it get started. 

This may be hard to believe, but 
the committee voted to hire a 
special investigating staff for its 
network probe, then packed up 
and went home without adopting 
a resolution spelling out the areas 
of investigation and limiting the 
scope of the work. 

That means the investigators are 
designated by Sen. John Bricker 
(R., O.), the committee chairman, 
and will investigate whatever he 


SERVICE 


On all phases of typography... 
at the lowest final cost to you! 


POOLE BROS. INC - Chicago 


TYPOGRAPHERS + PRINTERS + LITHOGRAPHERS 


Agency Ad Composition: WAbash 2-6800 


wants investigated. 


= So far, Sen. Bricker has said 
only that he intends to determine 
the feasibility of putting networks 
under the control of FCC and that 
he wants to look further into “the 
u.h.f.-v.h.f. problem.” There are 
reports, however, that he plans to 
study the operations of network 
commentators. (He is supposed to 
feel they helped beat the “Bricker 
amendment”.) 

Clearly, the committee gave its 
chairman carte blanche. If the 
the investigation gets off the track 
and leads to embarrassing contro- 
versies, who will be to blame, 
other than the members of the 
committee who abdicated their re- 
sponsibilities and left so much au- 
thority in the hands of one man? 


= The network investigation is to 
begin soon after Labor Day, with 
the hope of having recommenda- 
tions ready when Congress re- 
turns. Three investigators will be 
‘nvolved: One is Nick Zapple, a 
non-partisan member of the com- 
mittee’s professional staff; the oth- 
er two are outsiders, one repre- 
senting the Republicans and the 
other the Democrats. 

As Republican representative, 
and chief of the investigation, Sen. 
Bricker has appointed former Fed- 
eral Communications Commission- 
er Bob Jones. He’s described as a 
“Taft Republican,” but he’s no 
conservative where radio and tv 
are concerned. 


= On the basis of past perform- 
ance, a Jones-led investigation will 
be no respecter of the established 
ways of doing things. At FCC 
Mr. Jones seemed to have the 
country boy’s inherent misgivings 
about “big eastern interests.” He 
thrived on quarrels with broad- 
casting’s most powerful people. For 
example, he opposed license re- 
newals for Paramount-owned sta- 
tions, and fought the ABC-Para- 
mount merger. As far back as 
1948 his suspicions that RCA and 
CBS were holding back color tv 
led to two years of fruitless hear- 
ings, culminating in FCC’s ill- 
fated effort to force CBS color on 
a reluctant industry. 

Democrats have recommended 
as their representative on the staff 
Harry Plotkin, former assistant 
general counsel of FCC, now a le- 
gal associate of former FCC Chair- 
man Paul Porter. Though typed 
as a New Dealer, Mr. Plotkin 
spent much time at FCC defend- 
ing the industry from Mr. Jones’ 
attacks. From the standpoint of 
the networks, in the forthcoming 
investigation, Mr. Jones shapes up 
as the radical and Mr. Plotkin as 
the conservative. 

e * ” 

Postmaster General Arthur 
Summerfield didn’t get his postal 
rate increase program through 
Congress—and he saw to it that 
Congress didn’t get its federal pay 
increase bill through the White 
House. 

The postal pay-rate deadlock 
lasted until the final day of the 
congressional session, with Con- 
gress eager to raise pay, and de- 
termined not to raise rates. 

On the last day, pay bill spon- 
sors convinced themselves that the 
President wouldn’t dare veto a 
raise for 2,000,000 federal workers 
in an election year. So _ they 
shelved the rate bill and sent the 
White House legislation a‘ving all 
federal employes (including post- 
al) a 5% raise. 

The President’s veto message 
mentioned the fact that the bill 
increased the $400,000,000 posta! 
deficit by $112,000,000. Forecast- 
ing a new try for higher rates 
next year, he repeated a previous 


warning that, “We cannot permit 


the deliberate operation of our|has been ill and is on an extended 
leave of absence. H. W. Scott, 
F. Weeks and Gordon Bloom have 
been appointed regional appliance 
specialists to work closely with 
distributors and dealers in stimu- 


postal department at a gigantic 
loss because a few are opposed to 
adequate rates.” 

. » * 

Anti-Trust Chief Stanley Barnes 
has completed his review of cases 
inherited from the Truman admin- 
istration. He expected to weed 
out lots of doubtful ones—politi- 
cally inspired, or otherwise un- 
sound. 

But he found few. “Of the 143 
cases pending on July 1, 1953, 130 
have been reviewed by me,” he 
said. “Of these cases only five 
have been dismissed on motion of 
the government.” 


Admiral Corp. Names Five 
Admiral Corp., Chicago, has ap- 
pointed T. Stanton Fremont, for- 
merly appliance manager for all 
Admiral’s distributing branches, to 
the new post of appliance sales 
manager. Joseph P. Halpin, con- 
tract division sales manager, also 
has been named sales manager 
of Admiral’s refrigerator division. 


lating sales. 


Liller, Neal Names Two 


Liller, Neal & Battle, Atlanta, 
has appointed Paul Darcy Boles 


13 


lich, Louisville, and Leo Burnett 
C.|Co., Chicago. 


Institute Gets Subscribers 
Pillsbury Mills, Minute Maid 
Corp. and Minnesota Mining & 
Mfg. Co. have become subscribers 
to New Products Institute, Irving- 
ton-on-Hudson, New York, a 
clearing house for information on 
new products and new processes. 


director of television, radio and 
motion pictures and Mason Plank 
to its copy and account servicing 
departments. Mr. Boles, author of 
several books and short stories 
has been a motion picture writer 
and a reporter and feature writer 
for the Denver Post and the Chi- 
cago Sun. Mr. Plank previously 
was with Farson, Huff & North- 


SIMPSON-REILLY, LTD. 
Publishers Representatsves 


y9ke na, 


LOS ANGELES HALLIBURTON BLDG, 


SAN ERANCISCO CENTRAL TOWER, 


Fee niseoniisisncaet 


BERNARD P. GALLAGHER 


147 West 42nd St., New York 36, N. Y., LAckawanna 4-1631 


for the purchase and sale 
of publication properties 
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absorbingly’ 


“In the muiet of a 
the night I read 
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writes W. N. Ralston 


Production Manager 


Ruthrauff & Ryan, Inc. 
Detroit, Michigan 


How many days—or weeks—are office copies of Advertising Age late when they 


hit your desk? And how long may you keep them before you must hurry them 
along to the next impatient fellow? 


Mr. Ralston discovered ten years ago that this slow-motion office routine was 
simply no good. So he ordered AA sent to his home. Here’s his testimony: 


“Years ago, I discovered it was next to impossible to read Advertising Age—thor- 
oughly—at the office. A production department is the scene of far too many inter- 
ruptions—and by the time the routed office copy hit my desk, it was usually 
weeks late, or arriving five copies at a time. 


“Now, in the quiet of the night in my den, I can read Ad Age slowly and 
absorbingly—and keep myself posted on the latest happenings in the business. 
Advertising Age is not a publication to read in a hurry; therefore, the only solution 


is to read it at home.” 


Mail the coupon below for your home subscription. With it you get, FREE, one 
of AA’s most popular handbooks, “Tips For the Production Man” by Kenneth 
Butler, head of Kenneth Butler & Associates and president of Wayside Press. 


Name. 


FREE HANDBOOK 
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Advertising Age, Dept. A30, 
200 E, Illinois St., Chicago 11, Illinois 


Please enter my 1 year subscription to Advertising Age at the regular $3 


ee and send me free a copy of “Tips for the Production Man” by Ken 
utler, 
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Home }Address 


Z. State 
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